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Here's a Sale 
That Could Have 
Been Made 





Many a formerly dependable credit cus- 
tomer becomes a marginal risk for a short 
time. Maybe careless buying—maybe an 
illness or an accident—anyway, he slips 


into the doubtful bunch. 


Here is where you need a credit report 
to decide whether to sell him, and to help 


set your credit limits, if you do sell him. 


A credit report can frequently give you 
those few extra facts that make you decide 
he’s back in the dependable bunch again 


—his marginal days are over. 
Photo by Harold M. Lambert 


Don’t lose sales or customers through 
being penny-wise in your credit investiga- 
tions. Call your credit bureau and let 


them give you the facts. 


Factbilt reports from affiliated credit bureaus in 


Associate Crepit Rureaus of America Ine. 


7000 CHIPPEWA STREET, ST. LOUIS 19, MISSOURI 





No peak periods... No costly overtime 
once you start Recordak Photographic Billing 





Posting operations are cut 85%. It doesn’t matter how 
many items appear on a sales check—only the total figure 
is posted. No description of individual items is required 
because the original sales checks are microfilmed and sent 
out to the customer with the bill. As a result each biller can 
handle 4 times as many accounts. Peak periods—like 
January—are as routine as July. 


If you have 2,500 or more active accounts this is the 
only way to bill. You'll save dollars every day; you'll cut 
adjustment traffic as much as 90% ; you'll improv e customer 
relations—many other advantages too. Recordak Micro- 
filmers are designed for all requirements, all budgets—can 
be purchased for as little as $450; rented for as little as 


$17.50 per month. Get full details . . . mail coupon below. 


Se ee Prices quoted are subject to change without notice. 
=RECORDR ; 
originator of modern microfilming— 


(Subsidiary of Eastman Kodak Company) 


and its application to retailing systems 


**Recordak” is a trade-mark 


RECORDAK CORPORATION, (Subsidiary of Eastman Kodak Company) 


MAIL COUPON 
FOR FREE FOLDER 
**Make Your Sales 
Checks Work For 
You” lists the 
savings for stores 


Name_ 


of every size. City 


Company. 


444 Madison Avenue, New York 22, N. Y. 


Gentlemen: Please send me a copy of “Make Your Sales Checks Work For You.” 


_Position. 
Street 
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EDUCATIONAL 
STICKERS 


THESE TWO stickers are effec- 
tive for use on slow paying accounts. 


RECORD 

is the measuring stick by 
which all credit granters 
judge you. 

Do you realize that your 
failure to pay this account 
may affect your credit 
standing? 

PROTECT YOUR CREDIT 
BY PAYING PROMPTLY 


ee ee ET EE 


Accounts that have disregarded 
notices and letters will probably 
respond to this sticker which ties 
in the failure to pay with the credit 
record of the customer. It will pro- 
duce results without offense. Printed 
in dark green ink on light green 
colored gummed paper. 


YOUR CREDIT RECORD 472 
IS AN OPEN BOOK — ‘o> 


By the way you pay, you 
write your own record in the 
files of the Credit Bureau. 


Millions of cards in the files of the Credit 
Bureaus of the United States and Can- 
ada, form the basis of credit reports— 
used by creditors and employers to judge 
| the trustworthiness of individuals. 


| 
| Prompt Payments Make a 
Good Credit Record 


This sticker is designed to bring 
home the importance of paying bills 
promptly. It points out that credit 
reports are based on the manner in 
which the customer pays his obli- 
gations. It is a constructive edu- 
cational sticker and will produce 
excellent results. Printed in bronze 
blue ink on goldenrod colored paper. 


Only $300 a theusand 
(Assorted $3.50 a thousand) 


se 


National Retail Credit Association 
375 Jackson Ave. St. Louis 5, Mo. 
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DEPARTMENT STORES 


(both large and small 


Here’s A Cycle Billing Desk 
That Will Knock The Bottom Out of Costs 


In Customer Account Departments 


This new improved desk has a 50% increase in _ posting shelf is unusually wide and ample. 
capacity. One operator controls up to 8500 Slide-in, dust-proof doors protect contents 
accounts—greater capacity than any other from dust and soil when not in use. There are 
standard desk of its size! It reduces fatigue 6 drawers in the lower part for inactive ac- 
and errors through simplified operation. counts . . . also, a utility drawer for temporary 

Ball-bearing trays roll at the touch of a fin- | media storage and the operator’s personal ef- 
ger. Two, large, convenient pull-out shelves fects. Scientifically planned throughout. Get 


make it easy to use upper tiers. The permanent _ full particulars and range of tray sizes. 


' 
I 
! 
! 
I 
| 
i 
I 
I 
I 
! 
! 
I 
1 
I 
! 
I 
I 
l 
I 
! 
i 
I 
I 
i 
i 
! 
i 
J 


FRemington. Mand 


Room 1664, 315 Fourth Ave., New York 10 

Kindly send illustrated folder on Neu Improved Cycle Billing Desk K D759 
NAME 

PROFIT-BUILDING IDEAS FOR BUSINESS 
TITLE__ 
ADDRESS 


city ZONE STATE 
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Industrial Plant Lends Helping Hand 
To Debt-Burdened Employees 


William McClure 


Union Bag & Paper Corporation, Savannah, Georgia 


MPLOYEES at one large, deep-south industrial 
plant are benefiting from a plan that stretches out a 
helping hand in case they have bitten off more than they 
can chew in the way of installment buying. And it is 
building up a fine record of keeping workers out of the 
bankruptcy courts and productively working at their jobs. 
The plant is Union Bag & Paper Corporation’s Savan- 
nah, Georgia, installation, the world’s largest krait paper 
mill and paper container maker. More than 5,000 Union 
Bag employees maintain the plant’s operation of receiv- 
ing raw material in the form of southern pine and hard- 
wood, converting it into pulp and kraft paper and paper- 
board, and processing the paper and board into bags and 
boxes. 

The plan for helping employees who have become over- 
burdened with too much credit and are unable to pay 
their bills is a recent innovation of Union Bag’s Credit 
Union, set up with the full backing and approval of the 
company. So far it has been the means of returning finan- 
cial stability to more than 100 Union Bag employees who 
otherwise might well have been forced into bankruptcy. 
Both credit men and industrial relations officials consider 
it a fine example of a large corporation’s continuing will- 
ingness to give a boost when necessary to a good employee 
as a protection of the investment represented by that em- 
ployee if for no other reason. 

In operation the Credit Union's service, or the “debt 
service plan”’ as it has come to be known around the plant, 
works pretty much like the well-known Wage Earner 
Plan of the bankruptcy courts. In fact, the Credit 
Union takes over the assets and bills of the debtor very 
much like a referee in bankruptcy would. The big dif- 
ference is that an even tighter control of the worker’s 
financial affairs is exercised. 

Union Bag’s Credit Union finds out about an em- 
ployee’s financial difficulties and need for help in any 
one of several ways. The worker’s foreman may refer 
him to the Credit Union, or he may attempt to stretch 
his already overburdened credit even more by seeking a 
Credit Union loan. Or perhaps, having heard that help 
is available, he comes in of his own accord. 

At any rate, when he asks for help from the debt serv- 
ice plan he is usually well over his head with monthly pay- 
ments. He is probably being contacted by a dozen or 
more creditors, threatened with garnishments, and prac- 
tically on the verge of bankruptcy. His bills usually run 
the gamut from doctor bills and house rent through 
monthly obligations for automobiles and TV sets. 

The first requirement that the worker must meet if 
the Credit Union is to help him is that he be a good 
employee—one that management feels is worth saving. 
And to call it saving is no exaggeration. Union Bag 
follows an invio able rule: three salary garnishments and 
a man loses his job. 
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The Credit Union’s first move is to get the worker 
together with his wife and make sure that the family is 
willing to adhere to a program of self-denial in an effort 
to get themselves out of debt. When Credit Union 
officials are satisfied that the employee and family will 
make an honest effort, they go ahead with the plan. 

The worker’s financial matters are turned over to the 
Credit Union completely. The first thing done is to 
figure a monthly family budget for the worker to live 
on. This budget is just about as strict as it can possibly 
be. It allows enough money for family groceries, trans- 
portation to and from the job at the plant, a small amount 
for such necessities as laundry—and little else. 

Once it has been decided what the minimum figure is 
that will allow the worker to live comfortably but not 
extravagantly, the Credit Union figures this against his 
weekly take-home pay and arrives at the amount of 
money that can be applied each month against the work- 
er's debts. Then each one of the creditors is contacted, 
the plan explained to him, and assurance given him that 
if he will give his support to the plan he will receive his 
money. Each creditor, under the plan, gets his pro rata 
share of the money applied to the debts each month. 


In practically all cases the creditors are happy to coop- 
erate. They realize that there is a distinct possibility that 
they may not receive payment otherwise, and that with 
an organization like the Credit Union working with and 
helping the creditor, he is likely to find his way out of 
the financial woods. 

To the reluctant creditors the Credit Union explains 
that many of the debtors are men who work at a skilled 
trade and that they easily can leave town without taking 
too much loss in wages, and that once they receive three 
garnishments they will lose their present jobs anyway. It 
does not take much of this kind of reasoning before most 
of them agree to go along. 

The Credit Union takes over the payment of all bills, 
even the man’s utility bills at home. The money is de- 
ducted from the worker’s paycheck through payroll 


Aerial view uf Savannah Plant of the Union Bag & Paper 
Corporation 





Picturesque Old Savannah 


Irving A. Metz 


Executive Director, Savannah Chamber of Commerce 


PICTURESQUE old Savannah, with its wrought 
iron balconies, tree-shaded parks and cobble-stoned lanes 
along the water front, serving as constant reminders of 
great moments in Georgia history, is a city too busy to 
dwell in the past. Today, more than two centuries after 
it was founded by Gen. James Edward Oglethorpe and 
a handful of England’s more oppressed citizens, the 
“Mother City of Georgia” is a delightful blend of old 
world atmosphere and modern progressiveness. 

Side by side with weathered ante-bellum homes stand 
ultra-modern, glass-walled apartment buildings. The 
Port of Savannah, which first came into major promi- 
nence in 1819 when the “S. S. Savannah” steamed out of 
the harbor for Liverpool, England, to become the first 
steamship to cross the Atlantic, is abustle with shipping 
traffic as vessels of practically every nationality daily come 
and go, linking Savannah with all corners of the world. 
And where Gen. Oglethorpe and the colonists saw an 
expanse of “savannas” or marshlands upon their arrival 


Savannah, Georgia 


on February 12, 1733, now may be seen the billowing 
smoke of multi-million dollar industrial plants. 

Savannah, today, is the second largest city in Georgia 
with a metropolitan population of over 164,000 persons. 
It is the center of the “Coastal Empire” trade area em- 
bracing 38 Georgia and South Carolina counties within 
a one-hundred-mile radius with a total population of 
more than one and a half million people. And it is still 
growing. 

Serving the city are five major railroads—the Central 
of Georgia Railway, Savannah & Atlanta, Southern, At- 
lantic Coastline and the Seaboard Airline Railway. Sa- 
vannah’s increasing importance as a major rail hub of the 
South is further evidenced by the new Classification Yard 
completed recently by the Seaboard at a cost of $3,500,- 
000.00. 

The spacious facilities cover a territory of 475 acres 
with 33 miles of track capable of accommodating 2,500 

(Turn to “Old Savannah,” page 22.) 





deductions, and the only money the employee himself 
draws each week is that amount set up in the budget for 
food and transportation to work. 

Close cooperation with the Savannah Credit Bureaus 
is maintained, and the Credit Union notifies them when 
a debtor decides to enter into the plan. This, of course, 
enables other potential creditors to know the man’s status 
when he seeks further credit. It also guarantees that no 
further term buying will be done while the employee is 
under the plan unless the Credit Union grants permission 
for the Credit Bureaus to notify the plant agency if any 
further credit is sought. Most of the plans are set up 
so that the worker gets himself out of debt within from 
18 to 24 months. 

An actual case from the Union Bag Credit Union’s 
files provides an example of how the plan worked in one 
instance. John Doe had worked with Union Bag for 
seven years. He was considered quite competent by his 
supervisors, and earned an hourly rate of $1.98 which 
was used to support a family group of five people (in- 
cluding himself). At the time he came to the Credit 
Union for help he owed $1,716.00 to 20 creditors includ- 
ing several loan companies, doctors, an automobile agency, 
his landlord, and furniture stores. 

Credit Union personnel, in working out a budget for 
his family, estimated that he should be able to do the job 
with $52.86 a week for rent, groceries, clothing, utilities, 
and all essentials. Since his take-home pay was averag- 
ing $71.58 a week, this left just about $75.00 a month 
to be applied to his creditors’ bills with between $6.00 
and $7.00 being held out each month to form an emer- 
gency reserve. 

The Does were willing to accept the plan and the 
budget, and the debts were scheduled to be paid off over 
a 23-month period. The only money Mr. Doe was to 


take home at the end of the week was enough to buy food 
and pay for his gasoline to work. The Credit Union 
took in and paid out all the rest. 

Like all Union Bag employees who accept the plan, 
the Does signed an agreement which bound them to these 
terms: They agreed to live within the budget. They 
agreed to make no credit purchases without consulting 
the Credit Union, and to retain their membership in 
company-sponsored medical, dental, and hospital insurance 
plans. They agreed to turn over any extra income the 
family might get so that it could be given to the creditors. 
They authorized the Credit Union to make the necessary 
payroll deductions, and agreed to give 30 days’ written 
notice if they decided to cancel the plan. 

The Credit Union saw all the creditors, and they 
agreed to take their pro rata share of the monthly $75.00. 
By economizing on their budget, by being fortunate in 
not having to use the emergency fund, and by earning a 
little extra income on the side, the Does were able to pay 
off their entire indebtedness in 15 months. “Today they 
owe no debts at all, have a Credit Union Savings account 
with several hundred dollars in it, and are making plans 
to own their first home. 

Credit Union officials say there is nothing unusual 
about the John Doe case, but that it is typical of the 
more than 100 instances of Union Bag employees helped 
through the plan, and that more people with debt diffi- 
culties are using the service all the time. They feel that 
their efforts in the field of debtor relief are filling a very 
real need. They take pride in the fact that they are not 
only enabling Union Bag & Paper Corporation to keep 
valued employees who otherwise would quite possibly be 
lost, but that they are helping people stand on their own 
feet after having made the mistake of going in debt be- 
yond their ability to pay. xk 
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HOGAN'S was founded in 1868 and for many years 
was primarily a dry goods store, being especially well 
known for its fine linens. Then in 1946 the store was en- 
larged and many new lines were added. Early in 1953 
additional space was acquired, the building was remodeled 
and more lines were added. Today Hogan’s is a modern 
department store, handling practically all lines with the 
exception of furniture and major appliances. 

All through the years it has been the policy of the 
company to cooperate fully with the credit departments 
of other retailers and the best means of accomplishing this 
today is by belonging to and being active in the Associated 
Retail Credit Managers of Savannah. Hogan’s has been 
a member of the National Retail Credit Association since 
1932 and we believe that being active in this group today 
is more important than ever before. The “Honeymoon 
is over” as far as “easy money” is concerned but there is, 
of course, a lot of good business to be had and we intend 
to get our share. This does not mean that we are going 
off halfcocked and open an account for everybody who 
can sign his or her name. However, we do intend to 
solicit new charge accounts from every worth-while 
source and to accept or reject these applications based on 
credit information available. Quite often we open an 
account immediately for a limited amount and then wait 
for the credit report before increasing the limit. We be- 
lieve that the customer should have the different types of 
accounts explained to him or her at the time the applica- 
tion is taken, explaining just what is expected of him or 
her in the way of making payment. In that manner there 
will be fewer misunderstandings and it will certainly help 
collections. 

We try to attend each weekly meeting of the Associ- 
ated Retail Credit Managers because the information re- 
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Changing Credit Policies 
Through the Years 


John K. Towers 
Hogan’s, Savannah, Georgia 


ceived there is sometimes invaluable. It is very im- 
portant that each member reports all of his “slow pays” 
and “skips” and also mentions any bad checks or fraudu- 
lent purchases he may have had since the last meeting. 
In this way each one can benefit from the other’s experi- 
ences. 

Our credit meetings have been quite educational in 
the past. Only recently we were fortunate enough to 
have the local United States Referee in Bankruptcy at- 
tend our weekly meeting for two consecutive weeks and 
explain and answer questions on the Wage Earner’s Plan. 
There has been a lot of activity in this form of bank- 
ruptcy here in Savannah lately and the questions were 
numerous and the answers most enlightening. 

Early last fall the Associated Retail Credit Managers 
sponsored a retail credit school conducted by Sterling S. 
Speake and the large enrollment proved that there was 
a definite need and desire for the school, and the almost 
perfect attendance each night proved how interesting and 
beneficial the course turned out to be. 

When Hogan’s was founded, the War Between the 
States had ended only recently and conditions were some- 
what uncertain. A man’s word was his bond in those 
days and credit was based mainly on faith. The main 
industries in Savannah were shipping and farming and 
sometimes credit granters literally had to wait until a 
man’s ship came in before they could expect to be paid. 
Today the industries here are numerous and quite diversi- 
fied and, in general, credit is based on the three C’s— 
Capital, Character and Capacity. Since those early days 
as the times and local conditions have changed, Hogan’s 
has changed to meet them. This has meant changes not 
only in merchandising policies but in credit policies and 
services as well. Just as ready-to-wear was added to the 
dry goods line so was the revolving charge account added 
to the open account. Whereas, originally Hogan’s sold 
only to a certain class group, today we sell to all groups. 
Whereas, originally Hogan’s granted credit only to a 
relatively few people, today we extend credit to a wide 
range of people. Whereas, Hogan’s originally waited for 
people to ask for credit, today we go out and invite them 
to apply for an account. 

So you see that credit is a live, vital thing. It is part 
of the community and it moves with the community. Its 
very essence is the individual and it must meet the indi- 
vidual’s needs. 

Any type of credit work is interesting but credit work 
in a department store is fascinating. Here you have all 
kinds of credit such as charge accounts, installment ac- 
counts, budget accounts, and revolving charge accounts. 
Here your customers are all kinds of people from the 
richest to the poorest and from the bluest of the Blue 
Bloods to the most soiled of the Great Unwashed. It 
is a challenge not only to common sense but to the imagi- 
nation also. Lelalal 





Serving the Community 


For a Quarter Century 
Murrey B. Weldon 


Manager, Merchants Credit Association, Savannah, Georgia 
Secretary, Associated Retail Credit Managers 


SERVING the business, professional and financial in- 
terest of the community for about 25 years has been both 
interesting and pleasant. Watching the city grow and ob- 
serving the many changes have been an exciting experience. 

In 1930 there were several groups such as automobile 
dealers, food dealers, varnish and paint dealers, and de- 
partment store and specialty houses operating limited 
credit reference bureaus. But there were other groups 
of potential users of this type of service who did not have 
access to any of these. It was because of this latter group 
that another Bureau was organized. 

As the years went on, these various groups were dis- 
continued, some being consolidated, and in the early 
1940’s there were only two Bureaus remaining, namely, 
the Credit Bureau Inc., now known as the Credit Bu- 
reau of Savannah which is owned and operated by the 
Retail Credit Company of Atlanta, Georgia, and the 
Savannah Retail Furniture and Mercantile Association. 

The Merchants Credit Association was organized and 
opened for business on November 1, 1944. The business 
grew and expanded, serving more and more users from 
month to month and from year to year, moving into 
larger quarters twice within six years. Our policy of 
adapting the service to the needs of the user has enabled 
us to continue growing and expanding, and on March 22, 
1955, the following news item appeared in the Savannah 
Evening Press, announcing the purchase of the Retail 
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Furniture and Mercantile Association by the Merchants 
Credit Association. 


Murrey Weldon, President of the Merchants Credit Assn., 
yesterday announced the purchase of the Retail Furniture and 
Mercantile Association. This announcement is of paramount 
importance to practically every business house in Savannah, as 
it will mean the consolidation of the some 60,000 or more files 
of the Retail Furniture and Mercantile Assn. with the 160,000 
of the Merchants Credit Association. 

Mr. Weldon, in discussing the purchase of this 30-year-old 
organization, said, “It was indeed a significant step forward, 
because by combining the facilities of the two large organiza- 
tions into one central association, we shall be able to offer a 
more comprehensive service to the users, in a much faster man- 
ner and will better serve the entire professional, business and 
financial interests of Savannah. Through our affiliation with 
the Associated Credit Bureaus of America, we offer an inter- 
national credit service. With these additional new users, Mer- 
chants Credit Association will now serve well over 250 leading 
firms.” 

In addition to the credit facilities of the association, Mr. 
Weldon stated he also has affiliated with his business Collection 
Service which is available to his members and the community 

The Merchants Credit Association began some 10 years ago 
in the American Building. It has expanded many times due to 
the substantial growth of business over the years. Its modern, 
air-conditioned offices are located in the Realty Building, em- 
ploying a well-qualified staff of 19 members. 

This new purchase again makes it necessary for the Associa- 
tion to enlarge. An additional 1,000 square feet of floor space 
will be necessary. Telephone facilities will be increased, in- 
cluding additional trunks and more direct lines. 

The Merchants Credit Association is now combining the files 
of the Retail Furniture and Mercantile Association with its 


(Turn to “‘Community,”’ page 21.) 
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Let’s Tell Our Young People the 
“Facts of Life” on Credit 


Clarence A. Williams 


Credit Manager, Savannah Planing Mill Company, Savannah, Georgia 
Past President, Associated Retail Credit Managers 


FOR MANY YEARS I have been closely associated 
with the granting of credit; first in the wholesale lumber 
business and in recent years in the retail lumber and 
building supply business. It is a fascinating business, 
dealing both with big and little business concerns; with 
individuals building new homes or remodeling and add- 
ing on to their present homes. Our biggest problems are 
men starting a new business, trying to operate without 
capital and the individuals who overbuy and cannot live 
up to their obligations. Too many people buy today and 
worry tomorrow about how they can pay. They do not 
stop and think through the things they are undertaking. 


One thing is certain and that is, “the only way to do . 


credit business is on a business basis.” 

In the credit business, too many of us take chances. 
Every city has one or more credit bureaus. Their busi- 
ness is to get the facts and present them to the credit 
manager to study and make a decision. This decision by 
us either means a happy and profitable experience or a 
headache for all concerned. Granting credit on the 
“‘let’s take a chance on this one” is bad business. I have 
seen too many deals that looked good at that particular 
moment, but after sleeping over them, they did not look 
so good the next morning. Get the facts in front of you 
in the form of a written credit report. Do not try to 
be a credit manager and a credit bureau yourself. Too 
often people try and build a home themselves when they 
would have been much better off and saved money by 
hiring a carpenter or contractor who knew his business. 

Our Credit Managers’ Association which meets weekly 
has meant much to the credit executives of our city. We 
have been able to help each other in many ways, swap- 
ping ideas and methods of granting credit and making 
collections. Knowing of the great number of people who 
get into credit trouble each week, the thought has oc- 
curred to me for quite some time that the Retail Credit 
Managers of Savannah were doing the young people of 
our community a great injustice for not going into our 
high schools and giving the graduating classes “the facts 
of life” on credit. It might be well for us to talk both 
with the eleventh and twelfth grades as a number of 
students do not complete the last year of high school. 

All of us would have less P & L’s on our books today 
if somebody had just taken a little time to talk to our 
young men and women who completed their schooling 
10 or 15 years ago. Credit today is a big thing and plays 
a very important part in our lives. What have these 
young people been listening to on the radio, seen on tele- 
vision or read in the daily newspapers? Easy terms, no 
down payment. Twenty-four months to pay. $5.00 
delivers, $1.50 per week. Credit can be yours just for 
the asking. $1.00 delivers anything in the store. Every- 
body has something to sell and wants to sell it on easy 
terms. People are being talked into things they cannot 
afford to buy and pay for. These young men and women 
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know of people who have every modern convenience on 
the market. What they do not know is that all these 
wonderful things are not paid for and that some of them 
possibly will be repossessed. 

These hundreds of young men and women who com- 
plete their high school education each year have depended, 
to a large degree, on their parents for the past 18 years. 
Now, comes a new experience. They are out on their 
own to make their own way. They have confidence and 
self-assurance that they can do almost anything. They are 
starting down the road to a new life full of new experi- 
ences that will bring forth both happiness and sadness. 
Most of these young people will be buying cars. Many 
will be getting married within a year or two and be in 
the market for furniture, appliances of all kinds and many 
other things. Clothing is a necessity and it is easy to 
overbuy when you are charging instead of paying cash. 
It is only natural for young couples to want all the con- 
veniences of life but it is so easy for them to burden 
themselves with more payments than they can make. 
Many are obligated up to the last dollar and then when 
sickness comes along and with medicine, doctor and hos- 
pital bills, trouble begins. Many young couples have 
good incomes with both of them working and they do not 
plan to have a family until a certain time but that does 
not always work out like they planned it. Now, with 
only one income and the baby on the way, payments can- 
not be made on their present obligations and with new 
obligations to face, the going gets pretty rough. I know 
that this has happened to hundreds and hundreds of young 
couples and they have survived, but if somebody had 
talked to them and explained what could happen and all 
the grief they would experience, it might have made some 
of them think and done a little differently. 


Knowledge of Credit Bureau 


I doubt seriously if one young person in 500 is aware 
that there is such a place as a credit bureau. They just 
could not conceive of a place that could tell you how 
much their father made, how many places he had worked 
in the past 20 years or how he paid his bills, and court 
records if there were any. They have no idea that some- 
body clips all the little articles out of the local newspapers 
that are important and puts them in the credit file of the 
person concerned. They just could not imagine such a 
place existed. It would be good for these young people 
to know that they, too, were soon to start a record of 
their life so far as credit was concerned and that it would 
be public information for all of their creditors for the 
balance of their lives. Today there are people who, 
when one utility shuts off their service for the lack of 
payment, go to the other utility and cannot understand 
how they found out they were indebted to the other. 

People get in trouble with one furniture store and dash 
over to another, never drearning that the credit manager 





All You Have Jo Do Js... 


H. P. Rabey 


Assistant Secretary and Treasurer, Savannah Gas Company, Savannah, Georgia 
Past -President, Associated Retail Credit Managers 


DURING THE general session of the first credit con- 
ference | attended, a panel of credit bureau managers 
were being asked many questions, mostly in the vein of 
why cannot credit bureaus give their members more in- 
formation on customers, faster? Apparently, like me, 
inexperienced at the time, many credit granters were un- 
der the impression that al] you had to do was call the 
credit bureau and complete information would be avail- 
able. However, I learned that this is far from the truth. 

Murrey B. Weldon, Manager of the Merchants 
Credit Association of Savannah, later explained to me 
why information was not always available. He stated 
that some credit department employees did not want to 
stop what they were doing to look up a customer’s paying 
record. Some firms would give information only once 
a day. Some promised to check their records and call 
the bureau later, often not calling at all. Then, some 
member firms refused to give information at any time, 
yet all wanted a complete credit report rendered imme- 
diately. 

1 learned further that a credit bureau is an association 
of firms doing a credit business that have joined together 
to exchange credit information through a central office 
for the mutual benefit of all. [| was amazed to learn the 


aa 
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number of credit department employees who do not know 
how a credit bureau operates, when, how and where 
credit information is obtained to make a credit file from 
which credit reports are made. 

Contacting member firms by the credit bureau would 
be reduced to a minimum if members reported all charges, 
loans and time-payment contracts to the credit bureau 
immediately on forms that are provided. By using ACB- 
ofA Form K-366, the bureau would know whether or 
not the customer is paying his account promptly. 

With the national outstanding consumers’ debt steadily 
rising, we should all make a wholehearted effort to be- 
come fully acquainted with all phases of credit and col- 
lections. Consequently, I believe that credit managers 
and credit department personnel should: 


(1) Visit your credit bureau. 

(2) Attend your credit managers’ weekly meeting. 

(3) Join your national retail credit association. 

(4) Attend your district meetings. 

(5) Attend your national retail credit annual confer- 
ence. 

(6) Do not miss an opportunity to attend Sterling 
Speake’s Credit School, which was designed for 
you. 





can pick up the phone and get the entire credit record in 
just a few minutes. It is amazing just how ignorant 
people are about credit, credit bureaus and the importance 
of having a good clean credit record. People get in 
trouble and move to another part of the country and think 
they leave their bad record a thousand miles behind them. 
But, the minute they apply for credit in the new location, 
their past catches up with them. These are the things 
that are so important and will be happening to many of 
the young men and women of our community. All of 
these facts could be so easily put down on paper in order 
of their importance and the men of our credit association 
could go into our schools, both public and private, and 
present the facts to our future credit customers. For 
some reason, parents do not, as a rule, give their children 
the facts of life so far as credit education is concerned, 
and these young people, who want to be independent, 
often get into serious trouble on account of being ig- 
norant about credit. We know that this is not going to 
be a cure for all our ailments but if a small percentage 
will listen and heed, it will be time well spent. 

I wonder how many men today would have been bet- 
ter off if this were done some 25 years ago. A man who 
had all sorts of credit trouble in his younger days, law 
suits, repossessions, etc., and then moved to another part 
of the country and started life anew: worked hard, be- 
came manager of some big industry, good reputation, 
leader in his community and then when a big deal came 
along and his credit record was forwarded from his home 
town, found himself embarrassed. We do not want to 


go into the schools and present a morbid picture to our 
future men and women of America. We only want to 
caution them to stop and think before obligating them- 
selves. To ask themselves if it is necessary and can they 
do it. Climbing a ladder and reaching the top first does 
not mean you cannot fall off flat on your face. How 
much better to climb slowly and stay on top without 
falling. 

Credit is here to stay. Credit is a real necessity in our 
way of life. Credit can help us to live more wonderful 
lives, full of much happiness and joy. But, we need to 
educate these young men and women, giving them both 
sides of the picture. We teach a child that by standing 
close to a fire it can warm him but standing too close it 
can burn and hurt him. So, with credit, it can mean so 
much to each of us, but too much can hurt and harm us. 
Let us get these young people off on the right foot, help- 
ing them to establish a good name for themselves and 
keeping that good name throughout life. Let us help 
them to realize that the day will come when they will 
need credit and need it badly in cases of sickness, putting 
their children through college, and many other things 
that come to all of us throughout life. 

It should not be too big a problem for ours or any 
other credit managers’ association to put on a program 
like this in our schools. I am sure that the school boards 
would welcome such a program. ‘To me, this seems like 
a good way to help our youth of today to be better and 
happier adults for tomorrow. kkk 
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CREDIT 


DeRoy M. Akins 


Vice President and Manager, Haverty Furniture Company 


Savannah, Georgia 


BUSINESS is a living thing composed of many parts 
that are so bound up with one another that we must, 
from time to time, clearly analyze different aspects of it 
before we can possibly understand it in its entirety. The 
greater part of the world’s business is transacted on a 
credit basis. As a matter of fact, credit serves as a 
medium of exchange in over 75 per cent of the daily busi- 
ness in the United States. 

Referring to Webster, he describes credit as ‘the qual- 
ity of being believed or of being worthy of belief.” It 
is simply the power to obtain goods or services by giving 
a promise to pay money at some time in the future. The 
personal side commonly expressed means that a man has 
credit in mercantile life, that he enjoys the confidence of 
the community and has the ability to borrow. 

Since credit is used so extensively in business, it would 
be well to remember that the demand for money as a 
medium of exchange is, therefore, materially affected by 
the use of credit. It must be clearly understood and 
evident that credit directly adds nothing to the wealth 
of the community except, perhaps, as it draws in capital 
from other sources; that it does not increase the supply 
of money. It does increase the efficiency of money and 
so lessens the need for it. Money is sometimes spoken 
of as the control over goods. It is this control which 
men need in business, not the money. Credit directly 
contributes to that control. 


Modern Business Requires Capital 


The general public realizes that modern business re- 
quires capital for its foundation and its operations. It 
must have lands, buildings, equipment, machinery—a 
great variety of capital goods which make up plant and 
services and for such expenses as taxes. They have fur- 
ther realized that the credit system ensures a continual 
flow of money into a business to meet current expenses 
and for additional growth. They, the public, are whole- 
heartedly for the continued growth of credit. For credit 
to flourish it must have four main attributes: (1) the 
promisor must be one in whom the people have confidence, 
(2) credit must be in convenient denominations, (3) it 
must be easily recognizable, and (4) it must be difficult 
to counterfeit. 

Most banks, in granting credit, consider capital, capac- 
ity, and character. The capital of the prospective bor- 
rower is his financial worth. And this is shown by the 
statement of his assets and liabilities which, ordinarily, 
he is asked to submit. His capacity is his ability to suc- 
cessfully engage in business, and this is shown by the 
earning power he has demonstrated in the past. His 
character is his personal integrity and is reflected by his 
standing in the trade and by his reputation for honesty. 
The banker considers all three very carefully in reach- 
ing his decision. The most important question to the 
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majority of credit granters is “How good a credit record 
does the applicant have?” 

In securing credit reports, only a streamlined report 
is necessary unless there are questions as to the applicant’s 
ability to meet his additional obligations. If doubtful, 
then a classified report wili better enable the granter 
to reach a decision. All classified credit reports should 
be confidential, as they are given in strictest confidence. 

All business establishments should be just as eager to 
give credit information as they are to receive it. This 
is most important whether the firm is a member of a 
credit association or not. At the time of granting credit, 
a complete understanding as to the amount of weekly or 
monthly installments is most important. The purchaser 
should know what his obligations are and the granter 
should know what to expect. 

The first 90 days are the most important period of a 
new contract. If the installments are made promptly 
and in the amount agreed on, then it is evident that the 
purchaser understands his responsibility and obligation 
to the firm extending him credit privileges. However, if 
during this initial, formulative period the customer pre- 
sents an irregular or partial payment pattern, then im- 
mediate action should be taken by the credit department. 
A good slogan to adhere to is this: “A quick follow-up 
is important as slow follow-up breeds bad accounts.” 

Requests for payments on the part of the creditor are 
usually through the medium of collection letters. There 
are two main types: (1) personal notification of indebt- 
edness, and (2) personal request for payment. Both 
kinds should be courteous and should avoid the use of 
threats or other offensive measures, except as a last resort. 
Collection letters are more effective as a series which 
begins with a mild suggestion that payment would be 
appreciated and ends with an insistent demand. The 
orderly and systematic mailing of such a series is often 
of more importance in making the work of collection 
effective than is the construction of any individual letter. 
Every letter, however, should have the double purpose 
of securing the money due and also of retaining the good 
will of the debtor. 


Refinancing of Accounts 


Refinancing of accounts plays an important role in 
many credit houses. If an account becomes past due, re- 
financing the account is in order, reducing the payments 
so the customer may meet his obligations. Credit always 
creates the right to receive money or its equivalent at a 
future date. Indeed, the varying degree in which this 
right is actually exercised is largely responsible for what 
the business world knows as the cycle of prosperity, panic, 
and depression. Since business rests so largely upon credit 
and credit rests upon confidence, it is easily seen how the 
general state of the public mind finds a reflection in the 
dullness or activity of business affairs. Yes, credit is a 
big, important business. tek 





SP Stecn 


Mrs. Jeanette Fulton 
Past President, Savannah Credit Women’s Breakfast Club 


THE CREDIT WOMEN’S Clubs are organiza- 
tions of women working in the profession of credit ex- 
tension, being affiliated with the Credit Women’s Break- 
fast Clubs of North America. Our aims are to further 
the education of our membership along credit lines, to 
promote good fellowship and social enjoyment, and to 
foster good relations between those working in the field 
of credit extension and those working in the field of 
credit investigation. 

It was her high regard for these aims which caused 
Mrs. Winifred Whipkey and twelve other Savannah 
girls, all of whom were engaged in work with various 
local firms extending credit, to organize the Savannah 
Credit Women’s Club on May 29, 1939. Mrs. Whipkey 
served as president of the fledgling Club for the first two 
years and guided it expertly through its formative years. 
Murrey Weldon, of Merchants Credit Association, a 
man long active in N.R.C.A. affairs, assisted Mrs. Whip- 
key in the organization of the Savannah Club and served 
it for many years as advisor. 

On September 21, 1940, Credit Women’s Clubs of 
Atlanta, Macon, Waycross and Columbus met with our 
Savannah Club in Savannah to organize the State Asso- 
ciation of Credit Women’s Clubs. Mrs. Whipkey again 
served as leader and organizer and was elected as first 
president of the association. 

Through the years our Savannah Club has been en- 
gaged in varied fields of endeavor. The most important 
of these is our Educational Program. Our members have, 
each year, studied the prescribed lessons in the Educa- 
tional Manual of the International Association, with 
ten of our credit women having completed six years’ 
work, and having been awarded diplomas. Savannah 
Club was the recipient, in 1954, of a special award from 
the Georgia State Association for its work in completion 
of the Educational Courses. Aside from the prescribed 
courses, our girls have completed other courses in Human 
Relations, Business Law, Public Speaking, Letter Writ- 
ing, Office Etiquette, and Collection Letters—working 
through the Distributive Educational Department of the 
State of Georgia. Last October, fourteen of our mem- 
bers attended the Credit School sponsored by the Asso- 
ciated Retail Credit Managers of Savannah, and con- 
ducted by Sterling Speake, of N.R.C.A. We realized 
that we must educate ourselves, but we realized also that 
we owe an obligation to those who come after us. There- 
fore, in 1948, we established an educational program de- 
signed to be used in our local high schools in an endeavor 
to teach the youngsters something of the interworkings 
of the modern credit office and the modern credit-report- 
ing bureau. We attempted to give them some back- 
ground in the basic fundamentals of credit, for we knew 
they would comprise our customers of tomorrow and 
many would become our credit employees of tomorrow. 

Most recent of our endeavors along educational lines 


Savannah, Georgia 


was our sponsorship, jointly with the Quota Club of 
Savannah, of a Human Relations Clinic, which was held 
in March, 1955. Vera Atkins, noted Human Relations 
educator of Atlanta, conducted this clinic, and it was well 
attended by both employers and employees of many of 
our outstanding business firms. 


To promote good fellowship and social enjoyment 
among our membership is our second great aim. In the 
Savannah Club our Annual Bosses’ Night banquets have 
been the highlight of each year’s activities. On this 
exciting night, we entertain our respective bosses with a 
cocktail hour and banquet, each year using a different 
decorative theme and providing appropriate entertain- 
ment. Over the years we have been privileged to have 
speakers of varied backgrounds. Among whom have been 
such talented leaders as the Honorable Frank Clement, 
Governor of Tennessee; Honorable Prince H. Preston, 
Jr., Congressional Representative from Georgia; Erle 
Cocke, Jr., Past National Commander of the American 
Legion; John Sheffield, State Legislator of Georgia; W. 
B. Scott, Clerk of Superior Court, Chatham County; 
Vera Atkins, of Atlanta, outstanding educator in Human 
Relations ; Henry Alexander, Past President of N.R.C.A., 
and Charles Moorman, Past President of ACBofA, L. 
S. Crowder, General Manager-Treasurer, of N.R.C.A.; 
and Mrs. Pauline Sheppard, Past President of Credit 
Women’s Breakfast Clubs of North America. Our 
Annual Christmas Party and our Birthday Meeting each 
year in May are occasions for fun and good fellowship. 


Activities of Our Club 


Our Club has twice been hostess club for the annual 
meeting of the Georgia State Association, the last such 
meeting being held in 1948, and, in 1942, we entertained 
the Dixie Council in Savannah. It was on that occasion 
that we held our famous “Mammy Breakfast,” with our 
girls in costumes of the Old South and with colored 
“mammy dolls” being used on the tables as decorations. 
Our girls also wrote and produced a skit entitled “The 
Women,” which depicted the humerous side of credit 
office life. We presented this first at one of our annual 
“Bosses’ Night Banquets,” much to the amusement of 
our bosses. We were proud when we were asked to 
repeat it for several other civic organizations in our com- 
munity. 

We have always felt that a group such as ours could 
not “live unto itself alone,” and therefore we have tried 
to do our bit toward furthering community activities. At 
various times we have participated in the annual polio 
drives, sale of T.B. seals, and sale of cancer tags, not only 
by giving of our funds but also of our time to further 
such fund-raising activities. 

We sponsored one of our local girl students at Girls’ 

(Turn to “Sweet Sixteen,” page 19.) 
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I Remember 


C. Roy Linzer 


Credit Manager, Friedman Jewelers, Savannah, Georgia 
Past President, Associated Retail Credit Managers 


I STARTED with the above firm as Credit Manager 
on January 1, 1929. There have been all kinds of 
changes made during the years. This was my first ex- 
perience in installment credit and collection and I was 
amazed at the volume of business that was done on this 
basis. 1929 was the year of the stock market crash and 
this city as well as the rest of the country felt the impact. 

The year 1931 was a memorable one in my memory, 
for in April of that year the Associated Retail Credit 
Managers Association of this city was organized. I 
would like to say at this time that we are still served 
by the same Secretary and Treasurer, Murrey B. Weldon 
of the Merchants Credit Association, Inc., as Secretary 
and Clinton B. Gnann, Credit Manager of Morris Levy’s 
Clothing, as Treasurer. They have been very faithful 
through these years and their services are greatly appre- 
ciated by the Association as a whole. I was not a charter 
member but became affiliated with the Association in 
Juiy of the same year and I am proud of my continuous 
membership both in the Local as well as the National 
Association. 








Your Request 


for credit was 
cheerfully granted. 
Our request for 
payment is made 
in the same spirit. 











A NEW STICKER 


Here is a new collection sticker that can be used 
successfully by large and small firms and all kinds 
of businesses. The wording is cordial in tone and 
the appeal to fairness induces the willing coopera- 
tion of past-due customers. Printed in blue on a 
background of yellow the sticker has color-attrac- 
tiveness as well as psychological appeal. The 
emblem of the N.R.C.A. gives the sticker added 
prestige and effectiveness. Be among the first in 
the nation to use this new sticker on your col- 
lection accounts. 


Price, $3.00 per thousand 


NATIONAL RETAIL CREDIT ASSOCIATION 
375 Jackson Ave. St. Louis 5, Mo. 


RED! 
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Before the forming of the Local Association, there 
was no cooperation whatever between Credit Managers 
of various firms but instead a distrust of each other. In 
fact, to use an example, I was personnally acquainted 
with only about a half dozen credit managers in the city. 
Since the formation of the Association, there has been, 
and still is, wonderful cooperation between all members 
of the Association, resulting in a large savings to mem- 
ber firms. 

In the early thirties, we experienced with the rest of 
the country the closing of the banks and the issuing of 
Scrip resulting in a slowing down of collections. W.P.A. 
was the next incident that gave a shot in the arm to busi- 
ness and collections, as we were burdened with unemploy- 
ment which, of course, affected collections, etc. I recall an 
incident where I was pressing a customer for a payment 
of his long-overdue account and was informed that as 
soon as he drew his allotment of flour from the Red Cross 
that he would be able to make a small payment. The 
gimmick was that numerous people on relief would sell 
their flour and make payment with the money so ob- 
tained. On inquiring, I found that this was a common 
practice, so we were able to boost our collections, thanks 
to the relief program. 

Next in order, as I recall, was Regulation W. As far 
as credit granters were concerned it was a milk run. The 
collection problem was nil. Good things cannot last 
forever so Regulation W finally came to an end. 

Credit and collection work is always interesting but 
there is always something new. Excuses that are some- 
times given are very amusing. There is one case I re- 
member: when discussing terms with a customer, I 
remarked that the finance or carrying charge was so and 
so. The answer came back immediately, “You can’t 
charge me no carrying charge, I am going to carry this 
out that door right there. No sir, you take that carrying 
charge right off that bill.” I did not. 

At present, collections are back to the point that is 
again hard work due to longer terms, no down payment, 
and again a renewal of competition for the buyers’ busi- 
ness. This I believe the greater majority of businessmen 
prefer as this is the American Way, consistent with free 
enterprise. 

The best way to have a lower delinquency and a 
smaller charge off is to cooperate fully with the Credit 
Bureau. Clear your applicants through the Bureau and 
furnish complete information promptly when they call 
for it. The giving of information is as important as the 
receiving, and furnishing it is part of the cost of getting 
it. My experience has been that the cooperative attitude 
gets the best results. 

Looking back over the years, I do not regret going into 
credit work. It certainly has been very interesting work. 
Sometimes when I am very peeved, I wonder if the cus- 
tomer is always right. wk 





Industrial Credits 


Edward J. Brown 


Secretary, Georgia Supply Company, Savannah, Georgia 


OUR COMPANY: serves the states of Florida, 
Georgia and South Carolina in the sale of industrial 
supplies and machinery. Our customers include large in- 
dustrial establishments that employ thousands of people 
down to a tiny repair shop that is run by the owner him- 
self. All of these accounts, large or small, are impor- 
tant to us. Our salesmen are making contacts daily with 
the various purchasing agents and it is our job on the in- 
side to watch closely the credits on these accounts. Our 
main thought is to see the salesmen call on all customers 
who can use our materials. 

In many cases, our credit department personnel never 
have the opportunity of seeing or talking to our customers 
so we must have a complete system in establishing a credit 
file at the time the account is opened. If this is done at 


the customer’s place of business, we must depend on our 


salesman to have a blank application for credit filled out. 
In the case of a person just starting a new business, we 
must have some financial information as to what invest- 
ment is being placed into the new business enterprise. 
Some people are reluctant to reveal this but with the 
proper approach on the part of the salesman, this can be 
obtained. The completed form is then mailed into the 
office for verification so that our materials can be shipped 
on open account. 

We prefer that the customer come into our credit of- 
fice where we can talk to him. It has been our experience 
that the customer is usually willing to furnish us the in- 
formation we need. In addition, we can usually point out 
many things to him that he will need to know when he 
starts that small business. In the past, this man has usu- 
ally worked for someone else and has put his trade to 
work but has not been confronted with problems of a 
financial or credit nature. As a service to this customer, 
we usually emphasize the importance of him collecting his 
own accounts. Naturally, we have a selfish motive since, 
if he has too many uncollectible accounts on his books, 
eventually he will be closing his own doors, thus causing 
us to lose both his unpaid balance as well as his future 
business. For this reason, we consider this to be impor- 
tant advice to pass on. Many of these people will return 
to us at a later date to confide in us their various prob- 
lems. 

Temptation to Overbuy 


This article will be devoted much more to the smaller 
account since the large establishments are generally well 
financed. Once the account is opened, we try to see that 
the account pays within our regular credit terms. There 
is always the temptation for people to overinvest in equip- 
ment, thus tying himself down to fixed monthly payments. 
With a limited capital position, the customer will meet his 
equipment payments and let his open account go into ar- 
rears. For this reason we find it necessary to sell such 
accounts only that equipment that will pay for itself, but 
not any equipment that cannot earn its own way. 


Monthly statements are mailed out to all customers 
right after the last day of the month. In those cases 
where customers have paid certain charges but have 
skipped older items, we make a pencil notation on the 
statement to this effect, asking if they require a copy of 
our invoice. If there is anything wrong, the customer will 
usually respond promptly, furnishing us full details. If 
a copy of the invoice is required, we handle promptly. 
Sometimes, we find that the material has been returned 
for credit but the receiving clerk has failed to make a 
proper record of this return. Close follow-up along these 
lines greatly assists us in keeping our accounts in top 
shape. 

Collection Procedure 


Whenever customers have past-due balances, we make 
a note on the statement. This is done only as a re- 
minder to our customer. If payment is not received with- 
in ten days’ time, a printed form is mailed out to him re- 
questing payment. At this point, we begin our credit 
correspondence if the customer does not respond to our 
printed notice. A letter is then dictated to the customer 
asking if the account is not entirely correct and request- 
ing prompt payment. With continued nonpayment of 
the account, we must continue to write and in each case 
we must be a little firmer in asking for payment. At all 
times, we furnish copies of collection correspondence to 
the salesman calling on that customer and he is expected 
to ask the customer for the money when he sees him. 
After every visit to the past-due group of accounts, the 
office expects a salesman’s report on what he has done to 
collect this money. Every attempt is made to educate the 
salesman that the sale is not complete until it is collected. 
Furthermore, we find that after a customer becomes too 
much past due, we lose business. Invariably he will go 
elsewhere to buy and in some cases he will pay cash. We 
prefer, in such cases, that the customer give us a payment 
for as much as his order and we continue to ship on open 
account. The account will remain active, it will not go 
too far in arrears, and it remains a profitable account for 
the salesman as well as the company. 

After several unsuccessful attempts to collect from the 
past-due customer and after the salesman has talked to the 
account, we often use the telephone. We advise the cus 
tomer that his account was opened on thirty-day terms 
and with this understanding shipments were made to him. 
At the present time he has a balance that is past due but 
he has failed to respond to our letters. Our phone call 
is made to find out if there is any reason why payment is 
being withheld. If the account is correct, we would like 
to know when we can expect to receive payment in full. 
These calls usually prove to be very effective and we can 
generally get a definite promise to pay. In those few cases 
where all else fails, then we have no choice but to turn 
the account over to a lawyer for collection. 

(Turn to “Industrial Credits,” page 19.) 
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Consumer Credit and Banking 


J. D. Risher 


Assistant Cashier, The Citizens and Southern National Bank 


Savannah, Georgia 


Past President, Associated Retail Credit Managers 


THOSE OF US in the credit field know that during 
the past few years Consumer credit has become an in- 
creasingly important part of the “normal” everyday activi- 
ties in the average commercial bank. More concrete evi- 
dence is in the fact that over 1,500 bank Installment- 
Lending executives met in St. Louis recently to discuss 
problems of mutual interest and to analyze currently 
their policies and terms. 

The “trial and error” method of installment lending 
in most banks has long since passed, and standard meth- 
ods of handling both direct loans and “Sales Finance” 
or Dealer paper have been established. In most instances, 
Installment Lending has been segregated from the regu- 
lar commercial lending activities of the bank and the 
result has been not only increased efficiency of operation 
but also tends to increase volume of business. It is recog- 
nized that this is a specialized service that requires spe- 
cially trained personnel in order to give the proper serv- 
ice and consideration to which the installment credit cus- 
tomer is entitled. 

We, in Banking, recognize the responsibility that we 
have assumed in the Consumer credit field, and have 
adopted the following “Creed” which we feel expresses 
our attitude toward the job we have undertaken: 


Consumer Credit Creed 
We believe, That in order to justify its charter, a bank 
must serve the reasonable credit requirements of its 
territory as well as provide a safe depository for funds; 
That the extension of credit to salaried or wage-earning 
individuals on a sound basis is an economically impor- 
tant part of such service; 
That, while recognizing the importance of volume in 
the reduction of loan costs, a bank should endeavor to 
assist people to get out of debt rather than into it; 
That, although a bank must be competitive, it must 
maintain its practices and policies on a plane which will 
not bring disrepute to banking, and keep all advertis- 
ing restrained, truthful, and exact; 
That a bank must determine for itself whether it will 
offer its services directly to the public or through oth- 
ers, but that no bank should uphold or assist such oth- 
ers if they should indulge in unfair business practices ; 
That a bank should determine the costs and hazards in 
such credit and establish its loan charges accordingly ; 
and, finally, 
That any bank which extends credit to individuals un- 
der these standards of practice will merit the good will 
and support of the general public. 


They Can Be Located 


J. E. THOMAS, Comptroller, Kenyon’s, Dallas, Texas 


HERE IS ONE phase of the credit operations that 

have given us, as well as other people, many head- 
aches. Any of us who are in the business of extending 
credit have, at one time or another, experienced frustra- 
tion in the tracing of “skips,” and we have gone about 
our business trying to devise a complete and organized 
procedure. 

In order for any skip-tracing procedure to be effective, 
adequate credit information must be available upon which 
the tracing procedure may be based. Therefore, more 
is done at the time of the credit interview to make pos- 
sible the location of skips than at any other time. If the 
job is well done at that time, then the information is 
readily at hand for use of the skip-trace record if the cus- 
tomer later becomes a skip. 

Every experienced credit manager knows that a case 
often looks hopeless after everything he knows to do to 
locate a person has been done. He also knows that a 
tiny thread of information at this point often turns out 
to be the right trail which leads him to the person. A 
careful, accurate record (complete, including time of 
day, dates, telephone numbers, names of persons con- 
tacted, their addresses, what they said and other results) 
is the key to finding this thread that gives success. 

The procedure of tracing a customer who has “skipped” 
or moved without notifying the credit departmen) is not 
complicated if the customer is located shortly after trac- 
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ing is begun. However, if early success is not forth- 
coming, it is necessary that the effort be organized so 
that possible procedures will not be overlooked. Also, 
if a detailed record is not kept of the procedures employed, 
the same thing may be done again, thereby wasting time 
and effort. 

With these problems in mind, a combined skip-tracing 
record and check list has been developed. This form, 
entitled “Skip Trace Record,” is illustrated on page 11 
of the August 1953 Creprr Wortp. It is printed on 
both sides and folds down the center. When folded it 
is 54% inches x 734 inches, which allows it to be slipped 
inside of the envelope ledger card (6 inches x 814 inches) 
designed for a window posting machine. 

The form is used by making telephone, letter, or per- 
sonal contacts item by item, always carefully noting the 
date, name of person taking the action, and results. If 
mail is sent and nothing happens, then a few days later 
a quick look at the form indicates the items yet to be 
considered for further action. 

Credit personnel not trained in skip tracing can become 
efficient skip tracers just by doing each item described 
on the form which is applicable to the case at hand. If 
unsuccessful, the supervisor can see at a glance what has 
been done and make suggestions or take further action. 
The items of action to be taken on the ship-trace record 
are believed to be self-explanatory. wk 





A Good Credit Man Is Your Star Salesman 


HUGO HEIMAN, President, Gus Blass Company, Little Rock, Arkansas 


HEN I WAS invited to address the Arkansas 

Credit Association, | was at my desk planning a 
vacation in Sun Valley, Idaho. Brochures and time- 
tables, in color, were beckoning me to swim in a glass- 
enclosed swimming pool, to ride horseback on trails lead- 
ing up to a pass 9,000 feet above sea level, and to cast 
for mountain trout in swift-running rivers. At a time 
like that, who could resist the persuasion and the blandish- 
ments of that two-man committee? 

As soon as the door had closed behind my callers the 
holiday mood faded away, and I began to wonder what 
I had to contribute to the entertainment or guidance 
of a group of credit managers. After a little while it 
occurred to me that I had served from 1908 to 1913 as 
a credit manager for the wholesale division of the Gus 
Blass Company. Economic conditions and both the buy- 
ing and paying habits of the nations have changed a lot 
since then, but the basic principles of credit management 
have not changed in the least. In addition, as a Vice 
President of the Gus Blass Company for a number of 
years, and as President for the past four years, I have 
had the opportunity to observe the qualifications a credit 
manager must have to be successful in his field. 

Because I like to know something about the experience 
and the reputation of an author before selecting one of 
his books for instruction or entertainment, I have given 
you this bit of personal history. Perhaps I should ex- 
pand this personal reference just a little to establish my 
qualification for speaking to you about your vocation. 

In the early years of my credit career, cotton was the 
only money crop. If drought and the boll weevil sharply 
curtailed the cotton crop, the country storekeeper paid 
what he could in cash and gave notes for the balance, 
maturing in October and November of the following 
year. Should one crop failure be followed by another, 
it was the task of the credit manager to sell only enough 
to keep his customer in business. By analyzing the ac- 
counts over which I had control I was startled to find 
that many of the small merchants were broke, and did not 
know it. It was necessary, therefore, to build up an en- 
tirely new customer list including country storekeepers 
with first ratings in Dun and Bradstreet, and with a 
reputation for discounting their bills. Only by personal 
solicitation, and by winning over our traveling salesmen 
to the belief that goods properly purchased and com- 
petitively priced could be sold to a well-rated customer 
with only a little more effort than it required to sell a 
prospect without a rating, did I get my new program 
under way. Of course, I continued to put more emphasis 
on collections and little effort on sales when dealing with 
our marginal customers. 

Five years later, the wholesale division of the Gus 
Blass Company was sold to the Hargadine McKittrick 
Company of St. Louis. Within those five years I had 
collected all but $30,000.00 of nearly a million dollars’ 
worth of outstanding accounts. In all of my long years 
with Blass, I cannot recall] a more rewarding accomplish- 
ment. I have told you of my experience as a crv'dit man- 
ager only because I want to stress the importance of the 
position in a corporate setup, its big challenges, its oppor- 


tunity to bring into play every talent in your possession 
and the great joy of personal achievement. 

Notwithstanding the fact that in modern accounting 
the salary of a credit manager and the salaries of his 
assistants are allocated to nonselling expense, I strongly 
maintain that “A Good Credit Manager Is Your Star 
Salesman.” The quality of a store’s advertising, the at- 
tractiveness of its window displays, the reputation the 
store enjoys in the community, the special services it can 
render, or the recommendation of a personal friend are 
some of the reasons why a prospective customer seeks a 
charge account at your credit office. Whether or not 
the prospective customer will feel that she has been wise 
in choosing your establishment as the one most likely to 
satisfy all of her needs will depend largely upon the 
welcome she receives. In a sense, she is offering your 
company a valuable franchise and, in turn, she has a 
right to expect from you some evidence of pleasure of 
serving her, her family, her relatives and perhaps many of 
her friends. Never leave the impression that by opening 
an account you are doing the applicant a favor. Of 
course, in a few instances, you are aware of the fact that 
you are granting a favor, but only because you hope, 
some day, to make a good account of a customer who is 
temporarily only a fair risk. 


The Technique of Interviewing 

Remember, too, that at the same time that you are 
tactfully questioning your prospective customer she is 
carefully considering every word you say, and comparing 
your words, your courtesy, and your general attitude with 
all the good things she has heard about the store with 
which she is seeking to affiliate herself. To her, you re- 
flect the personality of the management and the policy 
of the store. Accordingly, you should try, on your very 
first interview, to leave the impression of cordiality and 
a genuine desire to be helpful. Never forget to plant 
the idea that every policy of your store has but one ob- 
jective and that is the satisfaction and convenience of 
the customer. Therefore, in your first interview, you 
are the company’s official greeter. 

A good credit manager will find a way to inject a sales 
idea into every letter that is written in his department. 
Even a collection letter can be made to produce future 
sales, if a little thought is given to its composition. Here 
is an idea that is likely to get results: 

Dear Mrs. Jones: Just about a month ago it was necessary 
to call to your attention the fact that you have failed to 
send a check for May and June purchases 

This year, the styles for Fall are so new in line, the colors 
are so vibrant and the new silhouettes are so flattering that 
most women will find them irresistible. 

Please mail a check today in payment of your past-due 
account, in order that there will be no hesitancy in the grant- 
ing of credit on your new Fall wardrobe. Sincerely yours, 
John Doe, Credit Manager. 

And additional sales can be created by an efficient credit 
manager by soliciting more business from open or install- 
ment accounts that are being liquidated promptly. A 
letter to meet such a situation should read something like 
this: 

Dear Mrs. Jones: The purchase of a fine sofa and chair 
you made of us about a year ago is almost paid in full. I 
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still recall how, at the time of purchase, you hesitated to add 
cocktail and step tables for fear of straining your carefully 
planned budget. 

In next Sunday’s paper you will read about a very special 
purchase of genuine mahogany tables with hand-tooled leather 
tops—real $59.00 values for only $39.95. These tables are in 
good period harmony with your sofa and will add beauty and 
utility to your living room. Be sure to see these tables next 
Monday. If you agree with me that the tables are extraor- 
dinary values at $39.95, you may add this purchase to your 
club account without an additional cash payment. 

It is a genuine pleasure to serve a customer who fulfills 
her contract so promptly and so graciously. Yours sincerely, 
John Doe, Credit Manager. 


* And there will come a time when a customer, who has 
always met her obligations promptly, will suddenly begin 
to make small payments on account, or none at all for 30 
or 60 days. This is your opportunity to act as a family 
counselor. With tact, you can save a good account and 
continue to sell her the goods she actually needs. A let- 
ter in the following vein has been known to establish a 
bond of lifelong friendship and to foster a loyalty to 
your company that no competitor could ever shake. 


Dear Mrs. Smith: Analyzing accounts is only one of the 
duties of a credit manager. Over a period of years, I have, 
on several occasions, sent you letters thanking you for your 
continued interest in our store, and for your steadily increasing 
patronage. Of late, I have noticed that you are no longer 
paying your account in full as it falls due, and that you are 
using your charge account only sparingly. 

Could it be possible that some family misfortune has 
obliged you to alter temporarily your long-established economic 
pattern? Please forgive me if my analysis of your account 
has falsely led me to this unhappy conclusion. But, on the 
other hand, if I have read the credit cards correctly, please 
be assured that the Blank Company is ready and more than 
willing to share your burden with you. Come to see me on 
your next visit to town, and let us talk things over. 

In all probability, we can make a long-term club plan con- 
tract of your existing balance, and use your open account 
for absolute necessities. At the Blank Store, good customers 
are regarded as good friends. Accordingly, please don’t hesi- 
tate to call on us for advice or assistance of any kind. Sin- 
cerely yours, John Doe, Credit Manager. 


Furthermore, a good credit manager can do much to 
underwrite the success of a major, store-wide sales event. 
With comparatively little effort, if prompt-paying credit 
cards are already tabbed in green, or with any other color 
that in your code means prompt pay, a highly productive 
mailing list can be quickly compiled. And with courtesy, 
a little imagination, and a salesman’s instinct for sales 
promotion, you can direct to your select customer list a 
letter that reads something like this: 


Dear Mrs. Jones: Because your loyalty and the prompt 
manner in which you take care of your account set you apart 
as a preferred customer, I want to give you some confidential 
information. 

It is hardly necessary to tell a Blank customer anything 
about the magnitude and the money-saving opportunities of 
Blank’s Anniversary Sale. It is now an established tradition 
throughout the entire state. I am sure that you are more 
interested in learning the opening date of the sale. This year, 
the sale starts on Wednesday, April 21. But for you, and a 
select list of preferred accounts, the sale will start on Tuesday, 
April 29. 

I have been given a preview of many of the items of 
apparel for men, women, and children, and in my long asso- 
ciation with the Blank Company never have I seen so many 
pretty things for such amazingly low prices. And the values 
in furniture, carpets, draperies, housewares and appliances are 
just as breathtaking. 

Please remember that for you Blank’s anniversary sale starts 
next Tuesday morning at 9:30. Sincerely yours, John Doe, 
Credit Manager. 


The most competent credit manager is incapable of 
keeping intact all the charge accounts he inherited from 
his predecessor, or even all of those he acquired by his 
own effort. Strong forces are constantly at work to 
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weaken and destroy the corpus of that fine group of 
charge accounts of which he is so justly proud. 

The desire of restless human beings to seek greener 
pastures accounts for a certain percentage of shrinkage. 
Promotions in a chain organization having branches in 
many cities are another cause of loss. Lack of courtesy 
or tact on the part of a salesman or the man in charge 
of the return desk is frequently a motivating cause. An 
unfulfilled delivery promise when goods were needed for 
a special occasion is another unforgivable offense. Failure 
on your part to show proper appreciation of the favors 
shown by your regular customers frequently results in 
opening their eyes and minds to the advertisements and 
letters of your competitor. And there is Death, who is 
no respecter of persons. Very often it is the Grim Reaper 
who steals away your oldest and best accounts. 

Fortunately, in a thriving city there is usually a con- 
stant influx of newcomers who will need houses, goods, 
and services. To important newcomers you will, no 
doubt, dictate a personal letter. To the others, a form 
letter something like this is likely to recruit new cus- 
tomers to replace those lost by inefficiency, removals, and 


death: 


Dear Mrs. Jones: It is a pleasure to welcome you to Blank 
City and to wish you much happiness in your new home. 

Because ours is “Arkansas’ Largest and Best Store” we 
hasten to call to your attention the various services that this 
big institution can offer you—complete stocks of all home 
furnishings, drapery, furniture, rugs, as well as the largest 
and most stylish assortment of apparel—all under one roof. 
But more important is the spirit of Blank’s Store—a friendly, 
family-owned store in which everyone connected with it will 
try to make you feel at home. 

You will find it a great convenience to have a regular 
charge account at Blank’s, and we look forward to including 
your account among our highly prized accounts. 

Hoping that you will like our city and our store, and that 
we may soon have the opportunity of meeting you personally. 
Yours very truly, John Doe, Credit Manager. 

A good credit manager has still another method for 
building volume. However, in implementing this method 
he must call upon management for guidance and help, 
for this plan must be based on a definite amount of work- 
ing capital and the ability to borrow money if the working 
capital is insufficient to carry out the plan. This method 
involves a favorable decision for a more liberal credit 
policy in an effort to secure a gain in volume large enough 
to outweigh the higher credit losses. 

For example, a corporation with an annual volume of 
five million dollars might enjoy a credit loss of only one 
per cent, or $50,000. Assuming that after taxes that 
corporation makes 2.6 per cent on its sales, the profit 
on $4,950,000 (five million less fifty thousand) would 
total $128,700.00. Now, suppose the volume could be 
increased to $5,500,000, with a resulting 1.5 per cent of 
credit losses, the profit would be $140,855.00, or a 
profit gain of $12,155.00. The gamble, of course, lies 
in the uncertainty of increasing the volume by 10 per 
cent, even if one should be willing to take a 50 per cent 
bigger credit loss. If a corporation is already enjoying 
a fair share of the town’s total volume, this method of 
improving the volume would incur considerable risk. 

I believe I have indicated to you how versatile a credit 
manager must be to be considered an efficient credit man- 
ager. But do not let me discourage you by emphasizing 
too strongly the many facets of the ideal credit manager. 
He is a rare bird, indeed, and there are not many in 
captivity. wick 


















A VYlew and Powerful 


CREDIT EDUCATIONAL MOTION PICTURE 


THE GOOD THINGS OF LIFE—ON CREDIT, a 16 mm. 25-minute black and white motion picture is now 
ready for immediate distribution. This retail credit educational film will have immense influence on the better- 
ment of consumer attitudes throughout the North American Continent. 


Here is a scene from the picture in which an average American couple discuss their credit requirements with a 


friendly and cooperative credit sales manager. 





Audiences who have seen the film are unanimous in their praise for the skillful and dramatic way in which the 


theme of the motion picture is developed and presented. 


Attention is held as the story unfolds the benefits of 


BUYING WISELY—PAYING PROMPTLY. Here are a few of the many comments concerning the film received 


at the National Office: 


“The film, The Good Things of Life—on Credit, was shown 
at the monthly meeting of the Retail Credit Granters of Ala- 
meda County on April 21, 1955. We had an attendance of 
102. The film was most enthusiastically received. The other 
film purchased by N.R.C.A. District Eleven has been sent to Los 
Angeles for use in the southern part of the District. I have 
received a request from San Jose for the film to be shown 
there on May 4, 1955. The film tied-in nicely with National 
Retail Credit Education Week.” Ray C. Edwards, Smith's, 
Oakland, California, President, N.R.C.A. District 11 


. * . 


“We had our first showing of N.R.C.A. motion picture film, 
The Good Things of Life—on Credit Wednesday, April 20, 
1955, at a special meeting attended by about 35 members. All 
were delighted at the quality and entertainment value of this 
film. The message it presents is entertaining and intelligently 
handled. It is the opinion of our group that this is one of 
the best things N.R.C.A. has done. The film is to be shown 
on Channel 6 on April 23, 1955 and on Channel 13, May 3, 


1955. Also, we plan to present the film to the Lions Club and 
to the Woodfords Club, the latter composed of the leading 
businessmen of Portland, Maine. We are working on several 
other bookings and we know that this film will be seen by 
thousands of persons in this area in the next few months. We 
are enthusiastic in our praise of N.R.C.A. for having furnished 
this excellent means of reaching the general public with our 
important message.” William J. Foley, Executive Secretary, 
Credit Bureau of Greater Portland, Inc., Portland, Maine 
* * * 


“On Thursday noon, April 21, 1955, at a special luncheon, 
twenty of our downtown credit managers previewed the film, 
The Good Things of Life—on Credit. Without exception, 
they were highly pleased with the human interest story and 
the educational message on consumer credit it depicts. As a 
result of their enthusiastic reception of this motion picture, we 
are already answering inquiries concerning dates available for 
showing. We congratulate N.R.C.A. for a job well done. Our 
check for $150.00 enclosed.” R. O. Gaudlitz, Manager, S pring- 
field Credit Bureau, Inc., Springfield, Illinois 


Every local retail credit association, in cooperation with the credit bureau, should consider purchase of this film 


as a profitable investment in consumer credit education. 


Its acquisition will have limitless possibilities in inform- 


ing the public generally about credit and stimulating them to use credit wisely and to meet their obligations 


promptly. Your community should own a print of this outstanding credit educational film. 


Price, $150.00. 


Order one now. 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVENUE 
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Your Customer Is Your Friend 


W. J. ZINN, Credit Manager, Texas State Optical, Beaumont, Texas 


OULD YOU write a letter like this? 

“Dear friend: In spite of the many happy 
hours we have spent together and the pleasant memories 
we have in common, I can’t overlook the fact that you 
still owe me ten bucks. If I can’t get it any other way 
I’m going to blacken your reputation and sue you in 
court, and I don’t want to see your face around my place 
again until you pay up. Your friend, Jack.” 

You might write such a letter, and you might get 
your ten dollars, but you would certainly lose a friend. 
Your customers are about the most dependable friends 
you have. Sometimes they get in debt to you and cannot 
pay. If they do, and if you find it necessary to send 
them a series of collection letters, how do they feel about 
you afterward? 


Devising an effective series of collection letters re- 
quires as much imagination, as much creative effort, as 
much knowledge of human behavior, as devising an ad- 
vertising program to attract new patronage for a business. 
It seems unrealistic to spend from two to five per cent of 
the gross sales of a business on advertising to attract new 
customers, and then to delegate the responsibility for 
maintaining effective credit relations with old customers 
to some unqualified junior executive or a company pen- 
sioner who does not have quite the poise, the resource- 
fulness, or the personality to function in any other 
capacity. 


It Is Easy to Make Friends 


Almost everyone knows it is easier to make friends 
than it is to keep them. Yet how often do we adopt the 
attitudes and the tactics of a tin-horn politician in our 
relations with our friends the customers? We turn on 
the professional charm, shake hands fervently and fre- 
quently, round up the vote, and as soon as the campaign 
is over we forget the face and the name and the per- 
sonality of the man who is doing the voting. 

A new customer is freely and cheerfully extended credit 
up to his apparent limit to pay. He is made to feel that 
he is important to our business. We cajole him into 
buying. But woe betide him if, after his name is entered 
on our books, his household is blessed with a new baby, 
or his car breaks down, or his mother-in-law has to have 
an operation, or his budget is disrupted in some other 
unforeseen manner. If he misses as many as three pay- 
ments, it is usually the signal to set in motion that mas- 
sive, inflexible, masochistic device, the “collection follow- 
up.” 

In too many businesses this series of telephone calls, 
statements and form letters follows a formula devised 
in the days when phrenologists were still forecasting hu- 
man behavior from the shape of bumps on the head. 
Usually they still run the gamut from “We know this is 
just an oversight, but—”’ to “Drastic legal measures will 
be taken unless—,” with never a thought given to the 
actual circumstances which produced the delinquency. 
The man who obtained credit with the deliberate inten- 
tion of beating his bill, and the man whose house has just 
burned to the ground, get the same treatment. If the 
series is typical every other paragraph starts with “We—” 
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and tells what “We—” intend to do if payment is not 
made on the account immediately. 

Few collection routines take cognizance of the real 
“You—” who is going to make the decision as to whether 
the dun is paid or postponed. Instead, some underpaid 
clerk plows steadfastly, ruthlessly, and somewhat hope- 
lessly through the ancient routine, from the hypocritically 
tactful to the polite but firm, and on to the final kick in 
the teeth which makes certain that whether the bill is 
paid or not “friend” customer will henceforth burn with 
resentment, and will seize every opportunity to speak 
disparagingly of the business, its employees, and its serv- 
ice and merchandise. 

A man who has not paid a past-due bill is not neces- 
sarily living in penury. Far more probably he is making 
and spending some money right along. Then why should 
he not be induced to spend it where he owes money? 
Why, indeed, except that he has a natural and universal 
desire to avoid those to whom he is obligated if they 
persist in making him feel obligated. It seems entirely 
logical that the final letters in a series of collection letters 
should be designed to reassure the debtor that, even 
though his immediate circumstances do not permit further 
credit relations, he is still a valued friend of the firm, 
to whom all services are available without reservation 
other than the single one of credit, and to whom every 
courtesy and consideration will be shown. 

What “We—” need to take into consideration is that 
the “You—” who owes us money is more than a name 
and a balance with a past-due date. He is an individual, 
with individual feelings and perfectly normal human re- 
actions. The same motivations that move us, move him. 
The same things that anger us, anger him. He has just 
as much sense of right and wrong as we have; he can 
be just as stubborn, just as sensitive to real or imagined 
slights; he is just as much a slave to small rationaliza- 
tions—just as responsive to appeals to his better nature. 
He has the same desire to repay in kind an unexpected 
kindness—or an injustice. He has the same need to be 
recognized as an individual and the same capacity to re- 
sent being treated as one of the herd. In almost every 
case he has what seems to him to be good and sufficient 
reasons for not paying what he owes. And the reasons 
he gives are seldom, if ever, the reasons he has. 


Attitude of the Customer 


We need to recognize, too, that he is just as smart as 
we are. In his own way his “credit experience” may ex- 
tend over a period of 10 to 30 years. During this period 
of exposure to all forms of collection techniques he has 
learned that no “drastic legal measures” will be taken 
unless the amount involved is sufficient to compensate 
for the time, trouble, goods, legal expense, loss of patron- 
age of his acquaintances, and the undesirable publicity 
of a court action in his community. With this experi- 
ence he can judge to the thickness of a subpoena just 
what your real intentions are concerning the account. 

That is why each business must use imagination, cre- 
ative effort, and all of its accumulated credit experience 
in devising a collection follow-up procedure that is 





e “Sweet Sixteen” 


State. During World War II, our members served as 
“gray ladies” at the Marine Hospital, giving of their time 
and their efforts to cheer veterans hospitalized there and 
to assist the working staff. Others served in Civilian De- 
fense work and our Club assisted in organizing and spon- 
soring the Navy Mothers’ Club of Savannah. 

We worked diligently, several years ago, when 
N.R.C.A. was raising funds to construct their Head- 
quarters offices. Our group sold a good number of 
“Bricks” to raise funds and many of our girls purchased 
them also. 

Within the past three years we have sponsored a bowl- 
ing team to help fill the recreational needs of our mem- 
bers. One of our girls, Corine Jones, heads up this 
activity and is now serving as President of the Coastal 
Empire Bowling League. Our Savannah Club was the 
first in the Nation to sponsor joint meetings to be held 
with our local Credit Managers’ Association. We met 
with them quarterly to foster better friendship and under- 
standing between the two organizations and always had 
an instructive and enjoyable time together. 

Our membership recognized the wisdom and the worth 
of two of our members during these sixteen years of our 
existence and made Iola Mae Hall and Niwana King life 
members of our group. Both of these girls are Past 
Presidents of the Savannah Credit Women’s Club and 


ca “Industrial Credits” 


We still feel the customer will pay if credit is properly 
explained. In one case, recently, the customer was paying 
three to four months late. One morning he came by our 
store to pick up some merchandise and I happened to 
meet the customer for the first time. He came into my 
office and after a friendly chat, we began talking about 
his account. I reminded him of the fact that everything 
we had sold him three or four months ago, we had to pay 
our supplier for. He was thus putting us in the hole for 
the amount of his account. Our only source of income 
was from our customers who bought our merchandise. If 
they ran into unforeseen difficulties in paying their ac- 
counts, that one of us would have to go to the bank to 
borrow money for the value of the material involved. 
We strongly recommended using bank facilities to keep 
his credit in good shape and in fairness to ourselves. At 
the time of the writing of this article, this man’s account 
is in good shape, and paid up to regular credit terms. 

We never fear opening up accounts for newly estab- 
lished firms but we always try to remember to get enough 
credit and financial information so we will know which 
credit applications to reject. Once the account is opened, 


(Beginning on Page 11.) e 


are the only two of our members to be so honored. Mrs. 
King was also the recipient of the Comer Cherry Award, 
in 1954, recognizing her as the outstanding Credit 
Woman of the State of Georgia. Many of our girls 
have also won perfect attendance awards. 

To support our myriad activities, we realized that we 
must also engage in some fund-raising projects. To ac- 
complish this end, we have, from time to time, sponsored 
dances, card parties, raffles; we have sold boxed candy, 
greeting cards and household gadgets. We have had a 
lot of fun doing this and believe, too, that we have pro- 
moted the social side of our aims. 

Who have been our leaders through these years of 
activity? At present our Club is led by Mrs. Ruth 
Jerrell, President. She is supported in her work by Mrs. 
Georgia Cheek, First Vice-president; Mrs. Lillian De- 
Witt, Second Vice-president; Mrs. Wauweese Lanier, 
Secretary; and Mrs. Rose Collins, Treasurer. 

What does the future hold for us? In the past, all 
has not always been rosy. In like manner, we do not 
expect perfection in all things in the future. But, be- 
lieving steadfastly in the principles and purposes of our 
profession of credit and striving always to become more 
efficient, we feel that the future will be bright for us if 
we but remember one line of our creed—if we are “true 
to ourselves, our associates and to our God.” wk 
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we strive to follow it closely. 

A part of our sales are made to subcontractors on com- 
mercial or industrial jobs. In many cases, the credit 
standing of the individual account will be good but he 
cannot make payment to us until he has collected for the 
work done. In these cases, we try to have an understand- 
ing when we begin selling materials so we will know 
when to expect payment. We fully acquaint our sales- 
men with the arrangement so they can keep us fully 
posted as the job progresses. On the larger jobs, prog- 
ress payments are received and we in turn expect to re- 
ceive payment. Our collection experience has been very 
favorable with this group because we make it our busi- 
ness to understand just what is involved and we follow 
developments closely to keep the accounts paid up accord- 
ingly. 

Industry is moving into this section of our country at 
an increasing rate. This trend will continue. The pur- 
pose of our existence in the, business world is to serve 
industry, large or small. Through the intelligent han- 
dling of the credit work, we feel we do a better job serv- 
ing industry. wk 





tailored to its own needs. Collection letters in the series 
should be short, tactful, firm and few. Threats which 
cannot or will not be carried out should be avoided, as they 
will not be taken seriously and will destroy confidence in 
the sincerity of all credit contacts. Small hypocrisies, 
such as insincere protestations of an unbounded desire to 
give personal attention to the individual’s account pre- 
sented in a mimeographed letter, should be eliminated 
as these merit only the disdain of the debtor. 


Above all, it should constantly be remembered that it 
is still possible and profitable to be friends with a man 
who owes you money. If all credit contacts have been 
designed to convince him that his friendship and good 
will are still important enough to be preserved in the 
face of temporary financial difficulties, his good will can 
be retained, his cash business might be retained, and 
he might appreciate this unusual treatment enough to 
pay what he owes eventually. wk 
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From Credit Manager to President 

In the early 1920's a promising young executive became 
Assistant Credit Manager of Best and Company, New 
York, N. Y. His name was Walter Strickland and he 
progressed rapidly to the position of Credit Manager, 
which wes only a starting point. Over the years, Mr. 
Strickland has been promoted to positions of Secretary, 
Treasurer, and Vice President of his organization. Re- 
cently he achieved the high honor of being elected Presi- 
dent of Best and Company. 


Membership Contest in Charlotte, N. C. 


The Retail Credit Association of Charlotte, Charlotte, 
North Carolina, recently inaugurated its first annual con- 
test to its membership to encourage the securing of new 
memberships in the National Retail Credit Association 
and the local Retail Credit Association. The first prize 
was an all-expense-paid trip to the International Con- 
sumer Credit Conference to be held in Louisville, Ken- 
tucky, in June, 1955. The second prize was an all- 
expense-paid trip to Birmingham in April, 1955, to attend 
the annual meeting of District Three. To qualify, a con- 
testant must have a minimum of 90 points. The points 
are acquired in the following qualifications: 

Membership, Retail Credit Association 

of Charlotte 


Membership, National Retail Credit 
Association 


10 points 


5 points 
Attendance 2% points 
Prospective member attendance with 


member 21% points 


A total of 56 new members in the National Retail 
Credit Association was attained in this drive which ran 
from October 15, 1954, to March 31, 1955. The as- 
sociation will conduct this same contest next year. 

Shown in the picture below, left to right, are: C. E. 
Durham, President, Retail Credit Association of Char- 
lotte, W. H. Hobbs, Inc.; D. D. Godfrey, Past Presi- 
dent, Retail Credit Association, Bank of Charlotte, win- 
ner of the first prize; L. G. Guthrie, Vice President, Re- 
tail Credit Association, Sterchi Brothers Stores, winner 
of second prize; and Frank Edmonds, Manager, Credit 
Bureau of Johnson City, Johnson City, Tennessee. 
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New Officers at Bridgeport, Connecticut 


At the fifth annual meeting of the Retail Credit As- 
sociation of Bridgeport, Bridgeport, Connecticut, the fol- 
lowing officers and directors were elected: President, 
Nicholas Badamo, Outlet Millinery Company; Vice 
President, Bernard Glaser, Sears Roebuck & Company; 
Treasurer, Norman Devlin, Mitchell Dairy; and Secre- 
tary, Walter H. Kerr, Bridgeport Credit Rating Bureau. 
Directors: Justin Slate, George B. Clark Furniture; 
Fred Kekacs, Lerner Shops; Lillian Elovitz, Nyden’s De- 
partment Store; and Edgar Courtemanch, D. M. Read 
Company. 


Annual Meeting at New York 


At the annual meeting of the Associated Retail Credit 
Men of New York, New York, the following officers and 
directors were elected: President, George S. Watkins, 
Martin’s; Vice President, Joseph P. Searing, W. & J. 
Sloane; and Secretary, Rudolph M. Severa, Credit Bu- 
reau of Greater New York. Directors: Walter E. 


Babb, Stern Brothers; Philip Gleason, Saks-Fifth Ave- 
nue; John M. Hilbert, Lord & Taylor; Albert S. Kleck- 
ner, Namm-Loeser’s; Walter Robertson, Macy’s—New 
York; Harry C. Squires, Bloomingdale Brothers; Ray- 
mond Doyle, Peck & Peck; John T. McCaffery, A. Sulka 
& Company; Sigmund Trotta, Brooks Brothers; Fred 
W. Dornhoefer, Franklin Simon; Arthur J. Kramer, 


Borden’s; James M. Malloy, Abraham & Straus; and 
Rex L. Smith, Sunrise Coal Company. 


Hiram E. McCurry 


We are sorry to announce the death of Hiram E. Mc- 
Curry, Secretary-Manager of the Merchants Credit As- 
sociation, Texarkana, Texas. Mr. McCurry, who died 
of a heart attack March 25, 1955, was active in church, 
service clubs, and other community affairs. He had been 
Secretary of the Association for the past eighteen years. 
He was a regular attendant of the annual meetings of 
the Retail Credit Executives of Texas comprising Dis- 
trict Eight of the National Retail Credit Association. 


—Positions Wanted—— 


Credit Supervisor, Credit Manager in retail and mail 
order credits; 19 years’ executive experience. Available 
to furniture, department or appliance store or credit bu- 
reau. Will relocate. Box 6551, The Creprr Wor tp. 

Credit Manager with merchandising background, ex- 
perienced in all phases of credits and collections, open 
and installment accounts, wishes to join progressive com- 
pany. Experienced in teaching classes in Retail Credit 
Management. Degree in business administration. Will 
relocate. Box 6552, The Crepir Wor.D. 


For Sale 


Established credit bureau in progressive Arkansas city. 
Has the only collection office in the county. Approxi- 
mately 25,000 master cards. Financing can be arranged. 
Box 6553, The Crepir Wor p. 
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files and is ready to serve on a much larger scale. 


It has been said that service is a matter of attitude and 
this depends largely on our association with others. So 
with this in mind and the approval of my employer, I 
began back in 1922 learning all that I could about the 
Credit Service Exchange Division of N.R.C.A., now the 
A.C.B.ofA. and the N.R.C.A. I have attended all state, 
district and national meetings when possible, and through 
these gained most of my knowledge about these various 
organizations and Credit Bureau work. 

The N.R.C.A. had not been represented in Savannah 
until April, 1931, when a meeting was held at the Savan- 
nah Hotel, composed of some 16 credit managers repre- 
senting as many of Savannah's leading business houses. 
It was at this meeting that the Associated Retail Credit 
Managers of Savannah was planned on a basis of being 
a 100 per cent national unit. 

The activities of the group brought about a much closer 
relationship and a better working arrangement among 
the managers of the credit profession in the community 
and definitely improved collection percentages. ‘To the 
end of creating a better understanding on the part of the 
consumer and generally improving credit conditions in 
our community, we have sponsored “Pay promptly”’ ad- 
vertising at various times throughout the years and of 
more recent date sponsored a successful credit school 
which was conducted by Sterling Speake, Credit Specialist 
of N.R.C.A. kek 


C. F. Naumann to Lansburgh’s, Washington 

Charles F. Naumann, who for the past six months has 
managed the credit operations for Hearn Department 
Stores of New York, New York, has accepted a position 
with Lansburgh’s, Washington, D. C. Mr. Naumann, 
in addition to being responsible for the credit and collec- 
tion department, will supervise the installation of a 
cycle billing system and the credit operations of a new 
branch store in the suburban area. 


New Credit Council at Sacramento 

A group of leaders in retail credit work has announced 
the organization of a Consumers Credit Council at Sacra- 
mento, California, recently. This is an organization de- 
signed to co-ordinate the efforts of the various credit 
groups in the city. Robert M. Wylie, Credit Sales 
Manager, Weinstock Lubin Company, and Director, Dis- 
trict 11, National Retail Credit Association, is President. 
Vice President is Janice Pappas, President, District 11, 
Credit Women’s Breakfast Clubs of North America. 
Secretary-Treasurer is Francis Chapman of the Medical- 
Dental Credit Bureau. Groups comprising the council 
are the Building Material Dealers Credit Bureau, the 
Credit Women’s Breakfast Club of Sacramento, the 
Medical-Dental Credit Bureau, the Retail Credit Club 
of Sacramento, and the Retailers Credit Association of 
Sacramento. 

Reprints Available 

A four-page reprint of “Wage Earner Plans” (Chapter 
13 of the Bankruptcy Act) is available free of charge by 
writing the National Office, 375 Jackson Avenue, St. 
Louis 5, Missouri. 


Jack Gross 


Jack Gross, General Manager, Retail Merchants 
Credit Association, Los Angeles, California, relinquished 
his duties April 15, 1955, and has been succeeded by 
William D. Conel. Born in Lincoln, Nebraska, Mr. 
Gross had been associated with retail credit work for the 
past 42 years. While in his teens he sold hats at Cot- 
trell’s, Denver, Colorado, and later worked at a cigar 
counter. While there he met a retired special agent 
for a New York public utility. The agent induced him 
to become a special agent on confidential matters. This 
work took him to Los Angeles and he liked the city on 
first sight. He was engaged by a private collection 
specialist and was an immediate success. At that time 
the city had a struggling retail dry goods association. The 
late John G. Bullock admired Mr. Gross for his energy 
and foresight and urged him to reorganize the association. 
The now flourishing bureau, cooperatively owned by the 
merchants, has about four million files, each in a jacket, 
and about 10 per cent of these files are revised each year. 
The Stores Protective Association, also under the direc- 
tion of Mr. Gross, is regarded as a leader of its kind. 
With his new standards, member losses to professionals 
are no longer the acute problem of another day. 


Mr. Gross has been a director for several years of the 
Associated Credit Bureaus of America. He was honored 
by the Associated Credit Bureaus of California in 1954 
for his services to that district. He has been a loyal 
member of the National Retail Credit Association for 
many years and is a member of the Quarter Century 


Club. 


Mr. Gross will handle his personal affairs from 301 
Subway Terminal Building, Los Angeles. Mr. and Mrs. 
Gross reside at 1706 Redondo Beach Blvd., Gardena, 
California. 


Leopold L. Meyer New Board Head 


Leopold L. Meyer has been named chairman of the 
board of directors of Meyer Brothers, Inc., Houston, 
Texas. Prior to the change, he was president of the 
chain of 10 neighborhood stores. Mr. Meyer retains his 
office as treasurer and will remain active in the opera- 
tional end of the business in an advisory capacity. He 
will concentrate on the future development of the organ- 
ization. Mr. Meyer is a past president of the National 
Retail Credit Association. 





Mike Weinstein 


We regret to announce the passing of Mike Wein- 
stein, Vice President, Merchants and Employees Indus- 
trial Bank, Houston, Texas, April 11, 1955, in a Houston 
hosyital. Mr. Weinstein served as President, The Re- 
tail Credit Executives of Texas, 1939-1940; a former 
director of the National Retail Credit Association, and 
member of the Quarter Century Club. 
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a “Qld Savannah” 


freight cars. Serving as a junction point for the S.A.L. 
lines running North, South and East from Miami, 
Florida, Richmond, Virginia, and Montgomery, Ala- 
bama, the Yard, equipped with completely modern Diesel 
shops, will serve the entire Georgia Division of the $.A.L. 
Perhaps the secret of Savannah’s long history of prosper- 
ous development is found in the happy circumstance of 
phenomenal periods of good fortune when first rice, then 
cotton, then naval stores ascended the economic throne 
as “king.” Savannah’s ability to do more than merely 
survive during the inevitable low spots in this 220-year 
procession of successive ruling commodities rests with the 
spirit of its people who, when a monarch fell, promptly 
went out and found a successor. The result is that over 
the years the economy of this city has been increasingly 
characterized by diversification and balance. 

King today is kraft paper, a product of southern slash 
pine, which shares its throne with the other products of 
another dawning era of rapid industrial expansion in 
Savannah; refined sugar, paint, fertilizer, lumber, metal 
articles, roofing materials, textile goods and others. In 
addition, Savannah: still retains its title as the world 
capital for naval stores. 


Expansion of Industrial Activity 


Heading the list of more than 300 industries, employ- 
ing a combined total of over 15,000 persons, is the gi- 
gantic Savannah plant of Union Bag and Paper Corpo- 
ration, the world’s largest integrated pulp and paper mill, 
which has recently completed a $25,000,000 program ot 
expansion. 

Even more industries are on the way. American Cy- 
anamid announced substantial progress in construction of 
its new $14,000,000 Savannah plant which is scheduled 
to open this year. “Feelers’’ from prospective locators in 
Savannah indicate that the list will continue to grow. 

As a port city, Savannah is rapidly regaining its distinc- 
tion as a leading gateway to the world. At no time since 
1896 have less than 1,500,000 tons of shipping moved 
through the Port of Savannah in any one year. And this 
figure is expected to be improved upon many times over 
now that the new Savannah State Docks, valued at $20,- 
000,000, have been completed. 

The commodious installation includes four ship berths, 
three transit sheds offering 75,000 square feet of storage 
space for inbound and outbound freight, and sixteen miles 
of railroad track with pier accommodations for nearly 
500 freight cars. All this in addition to a vast system 
of warehouses providing more than 2,000,000 square feet 
of storage space. The installation of two mammoth 
Gantry cranes has permitted the Port to begin handling 
bulk cargoes previously unknown to Savannah. 

Supplementing the State Docks is the large water- 
front terminal of the Ocean Steamship Company, a 
wholly owaed subsidiary of the Central of Georgia Rail- 
way, which covers a mile-long strip along the Savannah 
River. These facilities, which as a railroad terminal for 
the loading of vessels of all lines, have ten shipside ware- 
houses with a total capacity of 800,000 square: feet, three 
slips which can handle seventeen ships at a time, and 
trackage for 379 railroad cars. 
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It is here, also, that operations of the famed Seatrain 
Lines, Inc., are carried on. Service constitutes the trans- 
portation of loaded freight cars, aboard two huge sea- 
trains, each with a capacity of 100 cars and 11,000 dead 
weight tons, between the Port of Savannah and the 
Port of New York. Additionally, the Atlantic Coast- 
line Railroad has three modern warehouses with 93,000 
square feet of storage space and trackage for 260 cars. 

The Port’s never ending parade of shipping through 
these and other facilities includes not only the export of 
those products already mentioned, but the import of such 
commodities as petroleum from Venezuela and Gulf 
Ports, sodium nitrate from Chile, jute from India, news- 
print from Newfoundland, raw sugar from Cuba, pine- 
apples from Hawaii and gypsum rock from Nova Scotia, 
to mention a few. 

Keeping pace with the growth of port commerce and 
industry are various other aspects of Savannah’s economy. 
Early in 1954, construction of a pipeline was completed 
which brings natural gas to Savannah. The line was 
installed within the city by the Savannah Gas Company 
at a cost of $1,000,000. It provides an economic natural 
southern fuel not only for household use, but for the 
operation of industrial equipment. 


The Savannah Electric and Power Company, with one 
major expansion already completed at a cost of $4,000,- 
000, will soon unwrap a new $6,500,000 program designed 
to increase its electrical output for a growing demand. 
It is scheduled for completion in 1956. 

The Eugene Talmadge Memorial Bridge was dedi- 
cated October 15, 1954. The $14,600,000 Savannah 
River crossing links Georgia and South Carolina, shorten- 
ing U. S. 17 by approximately six miles and 25 to 40 
minutes. The new route by-passes Savannah’s crowded 
industrial district, avoids 76 street or highway intersec- 
tions, five railroad grade crossings, nine traffic lights, 
eight miles of reduced speed zones and congested com- 
mercial traffic. The bridge is stimulating trade between 
Savannah and the area with which it connects, makes 
U. S. 17 more attractive as a tourist travel route, and 
opens areas across the Savannah River to further in- 
dustrial development. 


Agricultural Potential of Area 


Agriculturally, Savannah’s new $250,000 State 
Farmers’ Market is adding a new tap to the estimated 
$24,000,000 per year agricultural potential of the area. 
Savannah continues her great strides militarily as well. 
Hunter Air Force Base, a Type I permanent installation, 
is considered one of the most strategic in the country. 
An expansion program is under way at Hunter which 
will ultimately involve total expenditures of many mil- 
lions of dollars. 

With a new $5,000,000 county hospital nearing com- 
pletion, two new $2,000,000 apartment buildings already 
occupied, a million dokar depavtment store addition just 
finished and many other phases of progress evident 
throughout the city, it can easily be seen that Savannah, 
though fondly remembering her historic past, is too 
busy to be lost in it. wik 











1955 Retail Credit Institute 


Once again the National Retail Credit Association and the University of Oklahoma proudly 
announce an outstanding credit educational opportunity 


for retail credit executives. 


=. 2 -@ 


At the University of Oklahoma, Norman, Oklahoma 
July 18 te 22, 1955 
Retail Credit Management and Retail Credit Economics 


HERE ARE SOME OF THE INSTRUCTORS: 


William C. McGrew Stewart Harral William R. Bandy Kenneth B. Horning Leonard Berry 


Cost $25.00 per Student. Includes Tuition, Textbooks, Materials. 
Five lecture periods each day—Monday through Friday—Examination Optional. 


Excellent modest-priced living accommodations and meals available on the campus. 


Attendance at this Institute will pay dividends in your career. 


THIS CO@ Pee tease 


F. LEE HAYDEN, DIRECTOR OF SHORT COURSES All Registrations must be 
NORTH CAMPUS, THE UNIVERSITY OF OKLAHOMA in by July 11, 1955 
NORMAN, OKLAHOMA 


Please register: 


Your Name Firm ~~ Position 


~ Address as ~ State 
I wish to enroll in the following Retail Credit Institute Course (check one) 


___Retail Credit Management ~...~-Retail Credit Economics 


I plan to arrive about __._..._._._......._ (A.M.) i | a 


Enclosed is my check for $25.00 (payable to the University of Oklahoma). 
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Furniture, Musical Instru- 
ments,ElectricalAppliances 
QUESTION 


What percentage of income is safe to allocate 
to the various monthly payments, such as pay- 
ment on ¢ home, automobile, furniture, jewelry, 
fur coats, and the various items that may be 
purchased on instalment credit, as well as per- 
sonal loans? 


ANSWERS 


Alexander Harding, John H. Pray & Sons 
Co., Boston, Massachusetts: A safe margin on 
which to operate is equivalent of one week’s salary as 
the payment of monthly rent or mortgage payment on 
the home. It is rather difficult to say how much should 
be allocated for the other items because no households 
have the same expense problems. Some believe in a 
higher mode of living than others and yet they seem to 
be able to manage their financial affairs to the satisfac- 
tion of all parties concerned. A recent article by Sylvia 
Porter in The Boston Herald under the heading “Your 
Money’s Worth” stated that the families who keep a 
written budget are rapidly dwindling and are the excep- 
tion to the rule. The average American family with an 
income between $4,000 and $6,000 seems to budget their 
living expenses and any excess income is used for day-to- 
-day living. It, therefore, behooves credit people to use 
two items in the extension of credit and they are the 
amount of the monthly rent and the total amount of out- 
standing monthly budget payments and if the total of 
these two takes over 50 to 60 per cent of the total 
monthly income, then we should feel that the customer 
has reached the “saturation point” in his borrowing. 


Write for Low-Cost Test-Plan! Compare! 





27th success-year with Hecht’s; Foley’s; Jordan Marsh; 
May Co.; and other top stores, large and small. 





For ace Akron store, our unique mdse.-fashion approach opened 


1,000 NEW CHARGE ACCTS. 


for 56 c each 


New Accts. opened for Goerke's, N. J. 
3000 bought during the first year alone $301,000 





WE REVIVE 50% te 70% INACTIVES 


(50%) inactives in famed Texas store 
3725 bought within six months, at /27% cost $241,000 
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W. F. Streeter, Boutells, Minneapolis, Min- 
nesota: ‘The average American family is five and the 
average factory payroll is about $73.00 a week. Average 
rental on house payments are $70.00 to $80.00 a month, 
and average living expenses for a family of five, including 
milk, about $35.00 a week. Utilities, including heat, 
average $30.00 a month. All these figures must be con- 
sidered when figuring percentage of income to be applied 
on instalment indebtedness and other expenses, which in- 
clude clothing, recreation, insurance, etc. After allocat- 
ing these expenses against income, there is approximately 
18 per cent for clothing, insurance, recreation, and pay- 
ment of instalment purchases. This figure is based on 
average weekly earnings and would change according to 
income. Percentages applicable to instalment obligations 
and other family expenses could safely be applied at from 
20 to 30 per cent of income with variations, of course, 
created by the living habits of the individual. 


Roy E. Teter, Jenkins Music Company, Okla- 
homa City, Oklahoma: This question was so inter- 
esting to me that I decided to present it to our Credit 
Men’s Dinner Club in Oklahoma City. This group is 
divided into eight classifications ; automobiles, banks, car 
finance, downtown stores, furniture, small loans, paint, 
and miscellaneous. Miscellaneous includes oil companies, 
lumber companies, doctors, clinics, newspapers, utility 
companies, and collection attorneys. I prepared a ques- 
tionnaire using a family of four as a basis. I used two 
salary brackets: $300.00 and $500.00 a month. A copy 
of the questionnaire was given to the members present. 
Below are the percentages these members feel are correct 
for the items. It is interesting to note that five of these 
members were either cashiers or vice presidents in charge 
of credits in our largest banks. 


Percentage of $300.00 per month 
Home 
Automobile 
Furniture 
Jewelry 
General Wardrobe 
Home Appliances 
Musical Instruments 
(this includes TV, 
radios, piano, etc.) 
Personal Loans 


Percentage of $500.00 per nonth 


Home 18. 
Automobile 13. 
Furniture 7. 
Jewelry 1. 
General Wardrobe 8.3 
Fur Coat y 

Home Appliances 5. 
Musical Instruments 

(this to include TV, 

radios, piano, etc.) 

Personal Loans 
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Local Association Activities 





District One at Swampscott 

At the annual meeting of District One held at Swampscott, Mass., the 
following officers and directors were elected: President, Bernard Eyges, 
Leopold Morse Company, Boston, Mass.; First Vice President, Frances M. 
Hernan, Massachusetts General Hospital, Boston, Mass.; Second Vice Presi- 
dent, Frederick E. Hardy, The Outlet Company, Providence, R. I.; and 
Secretary-Treasurer, Marshall W. Hunt, Credit Bureau of Greater Lynn, 
Lynn, Mass. Directors: A. Everett Cameron, Ware-Pratt Co., Worcester, 
Mass.; Mrs. Vera Morrison, The Robert Simpson Co., Ltd., Montreal, 
Canada; William A. Reed, Kays-Newport, Providence, R. I.; Timothy C. 
Sullivan, American Coal Co., Hartford, Conn.; Charles F. Bovaird, Jordan 
Marsh Co.; Ethel F. Higgins, Nutters, Westbrook, Me.; Paul M. Martel, 
Leavitt Co., Manchester, N. H.; and Milton B. Nelson, New England 
Deaconess Hospital, Boston, Mass. National Director is Bernard Eyges and 
alternate National Director Frances M. Hernan. 


District Three at Birmingham 

At the annual meeting of District Three held at Birmingham, Ala., the 
following officers and directors were elected: President, John W. Loos, Fore- 
most Dairies, Jacksonville, Fla.; Vice President, John A. Broome, Jr., Cate- 
McLaurin Co., Columbia, S. C.; and Secretary-Treasurer, Charles E. Moor- 
man, Credit Bureau of Jacksonville, Jacksonville, Fla. Directors: H. P. 
Rabey, Savannah Gas Co., Savannah, Ga.; R. A. Killinger, Florida Power 
Corp., St. Petersburg, Fla.; Aubrey Sanders, Auto Finance Co., Columbia, 
S. C.; Morris Lipinsky, Jr., Bon Marche, Asheville, N. C.; Mrs. Laura Du- 
Pree, The Mirror Shop, Atlanta, Ga.; Charlotte N. Playford, Mass Brothers, 
St. Petersburg, Fla.; Henry E. Vincent, Jr.; James L. Tapp Co., Columbia, 
S. C.; and Mrs. Helen Bayer, Belks Department Store, Greensboro, N. C. 
National Director is Grover C. Ritchie, Citizens Bank, Charlotte, N. C. and 
alternate National Director D. D. Godfrey, Bank of Charlotte, Charlotte, 
NA. 

District Four at Birmingham 

At the annual meeting of District Four held at Birmingham, Ala., the 
following officers and directors were elected: President, B, C. DeLoach, 
Loveman’s, Birmingham, Ala.; Vice President, S. J. Nicely, Miller’s, Knox- 
ville, Tenn.; and Secretary-Treasurer, H. N. O'Callaghan, First American 
National Bank, Nashville, Tenn. Directors: Fred Entler, Home Furniture 
Co., Bristol, Tenn.; E. M. Davis, General Gas Corp., Baton Rouge, La.; 
Mrs. Laura Maddox, Julius Goodman & Son, Memphis, Tenn.; Dorothy 
Hines, Montgomery Fair Co., Montgomery, Ala.; John Guyton, Mutual 
Savings Credit Union, Birmingham, Ala.; Dorothy Alexander, Arkansas 
Fuel Oil Co., Shreveport, La.; Leonore Tull, Mississippi School Supply, 
Jackson, Miss., and Roland Ruiz, D. H. Holmes, Ltd., New Orleans, La. 
National Director is Mrs. Jo Hubbard, Sterchi Bros. Stores, Chattanooga, 
Tenn., and alternate National Director, Jennie Moore, Lloyd Ford Co., 
Jackson, Miss. 

Los Angeles, California 

The new officers and directors of the Los Angeles Retail Credit Associates, 
Los Angeles, Calif., are: President, B. F. Henderman, Shell Oil Co.; Vice 
President, H. G. Norman, Broadway Department Stor-; and Secretary- 
Treasurer, Mrs. E. G. Knowels, The May Co. Directors: C. M. Billman, 
Bullocks ; J. A. Mounts, Robinsons ; Robert Myers, Myers Department Store; 
Harold L. Barrick, J. W. Robinson Co.; F. B. Bremer, Union Oil Co.; Ray 
A. Horton, The May Co.; Robe;t M. Payne, Parts Wholesale, Inc.; and 
John E. Trott, Farmers and Merchants Bank of Los Angeles. 


Winnipeg, Manitoba, Canada 
The new officers of the Credit Grantors’ Association, Ltd., Winnipeg, 
Manitoba, Canada, are: President, O. M. Day, Winnipeg Central Heating 
Co.; Vice President, E. C. Argue, Hudson’s Bay Co.; and Secretary-Treas- 
urer, S. E. Masson, Credit Bureau of Winnipeg. Directors: W. J. Thomp- 
(Turn to “‘Activities,’”’ page 30.) 
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INSTALVELOP 


ENDS BUDGET ACCOUNT 
HEADACHES FOR YOU — 
AND YOUR CUSTOMERS! 


Speeds Budget Collections: 

Payment Coupons with envelope attached 
are bound in Customer's Payment Record 
Book and provide immediate and positive 
identification of account and excellent 
posting medium. 


Experience has proved use: 

1. Increases payment on due date by aver- 
age of 3 days per payment. 

2. All information available for crediting 
account. 

3. Eliminates correspondence and errors. 


4. Customers like courtesy, efficiency and 
convenience. 


Advertises Your Products: 


Provides powerful and economical means 
of advertising your other products and 
services to a known and complete ‘‘captive”’ 
audience at pre-determined intervals 
throughout the year. 

Thousands of Instalvelopes in use from 
coast to coast! 


Write or wire us for sample Book and 
complete information: 


WASSELL ORGANIZATION, INC. 


Tear Off 


Please send me without obligation, sample 
book and complete information. 


NAME 
COMPANY 
ADDRESS 


CITY & STATE 


Please Mention THE CREDIT WORLD When Writing to Advertisers 








FREDIT DEPARTNEN 


LEONARD BERRY 


OW TO DEVELOP credit sales is a major objec- 

tive of the modern retail credit executive. It is 
one of the principal themes at all retail credit conferences. 
Few credit authorities question the need for active and 
vigorous efforts to capture the maximum amount of 
profitable credit sales. The problem which vitally con- 
cerns them is how best to do it. 


Most of the discussions deal with the various ways of 
obtaining new credit accounts, reactivating inactives, and 
inducing all credit customers to buy more goods and 
services from the store or firm. This is eminently as it 
should be. There are endless methods of accomplishing 
these credit sales promotion objectives, limited only by 
the imagination, industry, and ingenuity of the credit 
executive. We should all search constantly and diligently 
for new ideas. 

Not so frequently discussed, but, in my opinion, of 
equal or even greater significance, is another approach to 
credit sales promotion and this might be called credit de- 
partment salesmanship. Credit department salesmanship 
requires the utilization of every possible way to keep 
credit customers happy and active. It means also the 
acute awareness on the part of each person in the credit 
department that solid value comes from pleasing cus- 
tomers. It calls for the polishing to perfection of sales- 
manship techniques in customer credit service. 

Credit and collection procedures can be learned from 
textbooks, but skill in successful human relations must 
be inspired by the head of the department. Attitudes of 
thoughtful and interested customer service should be in- 
culcated into the thinking of every member of the depart- 
ment. When this is done, skillful handling of those 
inevitable potentially troublesome situations will protect 
valuable friendships and loyalties. 


Credit department salesmanship will manifest itself in 
letters sent to customers. Selling letters will use per- 
suasion instead of abrupt demands and commands. Credit 
department salesmanship makes every interview a pleasant 
experience on which customers will reflect with pleasure 
rather than with resentment. Credit department sales- 
manship will cause customers to come in willingly for 
counsel and friendly discussion of financial problems. 

All merchants know that people do not shop with a 
store or firm unless the right merchandise is offered at the 
right time, in the right place, with competent service, and 
above all, that they like that store. 

Why do people like some stores better than they do 
others? There are many reasons but the credit depart- 
ment has an important role in influencing customer likes 
or dislikes. The subject of credit department public rela- 
tions is an important one whether one person or several 
score are employed in the department. 
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We do not commonly think of the credit department 
as being competitive. Yet the credit department is com- 
petitive in many ways. It is competitive with other credit 
departments in town—and out of town, too—in the effort 
to gain customer approval. Credit departments are com- 
petitive in the gracious and friendly way in which pro- 
spective credit customers are greeted and treated. The 
layout and general attractiveness of one credit office is 
often compared by customers with others. 

Credit departments are competitive, too, in the speed 
and cordiality with which they welcome newcomers to 
the community. Customer attitudes are particularly in- 
fluenced for good or ill at this particular time of forming 
new allegiances and shopping habits. 

Excellence in billing and authorization procedures gives 
one store a competitive advantage over another. “Smil- 
ing” telephone voices of one store show up to clear 
advantage when compared with the perhaps rude and 
disinterested voices representing another store. 

This article is intended to arouse your thinking on this 
highly important matter of credit department salesman- 
ship. In the limited space allowed we can do little more 
than suggest some of the more important phases of this 
subject. A critical self-analysis could well be under- 
taken by all stores as to the over-all picture the credit 
department presents to its public. The result of such 
will often reveal many areas in which credit department 
salesmanship will improve the function of the department 
as a true service department influential in securing more 
profitable sales from more people. 


This Month’s Illustrations =~ 


All the illustrations this month are from stores and 
firms in Savannah, Georgia, the city to which this issue 
of The Crepir Wor -p is dedicated. We appreciate the 
cooperation of Murrey B. Weldon, Secretary, Associated 
Retail Credit Managers, in assembling these letters and 
forms for us. 


Members will notice that two of the five illustrations 
are printed forms. There is a marked trend in the 
greater use of printed or engraved forms in many credit 
and collection department communications. When all the 
costs of the personal or personalized letter are weighed 
the printed form as a substitute often can show worth- 
while economy. Certainly, where personnel problems 
exist, the simplicity and speed of using printed forms 
offer definite advantages. In the early stages of the 
collection follow-up, acceptance of new account applica- 
tions, invitations to resume use of inactive accounts are 
some of the situations in which the use of printed forms 
can well be adopted. 





HENRY WOKEN cam ) WORLTEN 


a WOELTJEN INSURANCE AGENCY 
S - Complete Insurance Service 
= 1s E. Bay Street Telephone 3-113! i FURNITURE STORE 


Savanwwan, Geoncta avo ase evReEt weer 
emovernron 
: SAVANMAM GA 





Mr. John C. Customer Mr. John C. Customer 
000 Main Street 
000 Main Street : $ oon 
Savannah, Georgia avannah, regia 
Dear Mr. Customer: Dear Mr. Customer: 
We know that you are enjoying the peace The collection manager has been discussing 
of mind which your Fire Insurance gives you. 3 past-due accounts with me this afternoon and I 
notice with much surprise that your eccount is 
Probably the premium of $44.51, which has in this category. 
been due since March 16, 1955, has been overlooked 
by you. The entire balance is only $37.0h and is 
now sixty days past due. Wil. you sccommodate 
If you had a loss which was covered by ws with a check to cover the entire amount or 
your Fire Insurance, you would expect the Company as much of the balance as you can conveniently 
to pay it promptly. spare at this time. Please arrange to pay the 
account in full on June 10th. 


We must ask that you be as fair with 
your insurance as you would expect it to be with Very truly yours, 
you, and send us your check for $44.51 not later 
than June 15, 1955. 2 CHATHAM FURNITURE STORE 
Very truly yours, 
WOELTJEN INSURANCE AGENCY 
bh, Lv. -footle 


John ¥. Lassiter 
Credit Manager 











BR HTON and BARNAS 
AVANNAM. GE 
PHONE 3.5792 


PLEASE accept this as a friendly 





reminder thet your account is past due 


An early remittance will be appreciated. 


Morris Levy's 
Sevenneh, Georgre 


Department of Accounts 


$ 








Mrs. John C. Customer 
GOO Main Street 
Savannah, Georgia 





Dear Mrs. Customer: 





Your purchases today have been charged to your account and we want 
to thank you for your patronage. In reviewing 
we notice that your account shows a balance of 
this amount is past due. 
As you know, our regular term: ca b 

for payment in full within thirt 
days after purchase. In order to svoid interruption of your charge ’ 
Privileges we suggest that this past due balance be cleared up at once 
Thanking you again for your patronage, we remain 


Yours truly, 


Youre 
| You don’t know what you're missing °F K / pwer-a2. 
When you don't use your account; f ing 


For you can dress just like a queen 


On such @ small amount 
PLEASE come in . . . let us outfit you 
In our fashions styled jor ease, 


Hogan's 


We make it awfully simple, 
All you say is “Charge #, please” 








SERVING SAVANNAH 
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JOHN F. CLAGETT 


Expanding Economy—The Department of Com- 
merce reports that in the first three months of this year 
the gross national production hit a new record—an an- 
nual rate of 370 billion dollars. Two years or so ago, 
and even up to fairly recently, it was commonplace to 
hear and read a lot about “recession.” ‘Today there ap- 
pears to be an increased confidence that a goal of a 500 
billion dollar economy in the next ten years is well within 
the bounds of sound thinking. 


Factors Playing a Role in a 500 Billion Econ- 
omy—Pros and Cons: A. The Interior Depart- 
ment—In an address delivered in Washington before 
the National Industrial Advertisers Association, Secre- 
tary McKay described the role of the Interior Depart- 
ment as “the Federal agency chiefly responsible for the 
Nation’s vast store of natural resources. The goal of a 
500 billion dollar income in the next ten years represents 
a vital challenge to the Nation’s industrial machine.” 
He described in some detail departmental policy with 
reference to increased development of fisheries, mines and 
minerals, and hydroelectric power. In these and other 
areas he noted that “the government has a_responsi- 
bility to undertake jobs that are too complex for in- 
dividuals, or industries to initiate.” He went on to 
emphasize, however, that “once the process for economic 
development has been found, the government retires and 
the free enterprise system takes over to cut costs and 
speed production.” He said that his department had 
been accused of a “give-away” policy by those who “want 
to keep everything under government control so that 
they can run your lives and your businesses.” As an 
illustration of Department policy to first develop and 
then to get out of competition with private business, he 
cited the Department’s experience with the “magic metal 
zirconium.” “I wonder,” he said, “how many realize 
that the atomic-powered submarine Nautilus probably 
would not be at sea if it had not been for the work of 
the Interior Department scientists who first produced 
zirconium. . . . Jt is lightweight and corrosive-proof and 
is an important part of the shields protecting the Nautilus 
crew from atomic radiation. . . . Every pound of zir- 
conium in the Nautilus was produced in a Bureau of 
Mines pilot plant at Albany, Oregon. In fact, until 
last year, all the zirconium in the country was produced 
by the Bureau. Hovvever, the Bureau of Mines is going 
out of the production business just as quickly as private 
industry can get its plants operating to meet the critical 
demands for this metal.” 


B. The Farmers’ Income Down One Billion— 
Congress Authorizes Investigation—Congressman- 
at-Large Usher L. Burdick of North Dakota recently 
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Counsel, National Refail Credit Association, Washington, D.C. 


called attention to the plight of the farmer where he is 
the victim of a squeeze between falling prices of the 
products he sells and rising prices of the things he buys. 
In discussing the 90 per cent parity bill before the House 
he said that even if you have a 90 per cent parity pro- 
gram (as opposed to a flexible, sliding scale program 
advocated by Secretary Benson), “there is one thing of 
which I am certain. That there will be distress in the 
Farm Belt, and many farmers will go out of business. 
The farm income has gone down since 1952 by over a 
billion dollars.” The question naturally arises, where 
does the consumer fit into this economic picture? Con- 
gress, desirous of getting at the real economic facts with 
respect to the farmer and the consumer, respectively, 
has currently appropriated the sum of $250,000 for an 
Agriculture Department study of the “spread” between 
the prices the farmer gets and the prices the consumer 
pays for farm products. 


C. Hoover Commission Says U. S. Upsets 
Business—The Hoover Commission, in another re- 
port, points out a vast array of governmental activities 
(contrary to the above expressed philosophy of Secretary 
McKay as to the operations of Interior Department) 
wherein the government “actively and unfairly competes 
with private business.”” The Commission was especially 
critical of the Defense Department, the government’s 
largest agency. It found that the military has more than 
15 billions of dollars invested in a multi-headed complex 
of enterprises including thousands of units in the retail 
and consumer field. Among those cited: 438 commis- 
sary stores doing a 306-million-dollar annual business; 
3,150 post exchanges selling one billion dollars’ worth 
of articles per year; and 360 laundry and dry-cleaning 
establishments. 


D. Small Business is Down—On the small busi- 
ness front Chairman John Sparkman of the Senate Small 
Business Committee advocated more vigorous enforce- 
ment of the anti-trust laws as a means whereby small 
business would be permitted to enjoy its full share of 
the expanding production, which he says it is not now 
receiving. Representatives of small business units and 
groups find in the report of the Attorney General’s Na- 
tional Committee to study the Anti-Trust Laws relaxa- 
tion of anti-trust statutes and anti-trust administration. 
Typical was the observation, in testimony by the repre- 
sentative of the National Candy Wholesalers’ Associa- 
tion before the Senate Small Business Committee, that 
“we feel the report would weaken the anti-trust laws in 
a number of respects and, even more important, it fails 
to suggest necessary measures for strengthening the law 
so as to create a truly competitive economy in this coun- 
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Consumer Credit for March 


CONSUMER INSTALMENT CREDIT outstanding in- 
creased 466 million dollars during March to an estimated 
22,974 million at the month end. The increase compares with 
a decline of 201 million dollars in the same month of last 
year and an increase of 430 million in March 1953. The in- 
crease in total instalment credit outstanding reflected primarily 
an increase of 412 million dollars in automobile credit out- 
standing. Other consumer goods paper outstanding decreased 
5 million dollars, less than the usual decline for this time of 
year. Repair and modernization loans declined 20 million dol- 
lars during the month, while personal loans increased 79 mil- 
lion. New extensions of instalment credit were made in record 
volume during March, amounting to a total of 3,159 million 
dollars. Automobile credit extended rose sharply to an esti- 
mated 1,569 million, reflecting the unusually large volume of 
sales during the month. Other types of consumer instalment 
credit extended also increased during the month. Repayments 
of instalment credit increased from a month ago to an esti- 
mated total of 2,693 million dollars. Total short- and inter- 
mediate-term consumer credit outstanding at the end of March 
amounted to an estimated 29,948 million dollars, 430 million 


19.2/)13) 
above a month ago and 2,115 million above a year earlier.— 
Federal Reserve Board. 


Department Store Credit for March 

INSTALMENT ACCOUNTS outstanding at department 
stores continued to decrease during March, and at the end of 
the month were 1 per cent below a month earlier. Compared 
with a year ago, however, balances outstanding were up 13 per 
cent. The March instalment collection ratio, estimated at 15 
per cent, was 1 point above February and the same as a year 
ago. A seasonal decline in charge accounts brought month- 
end balances outstanding 5 per cent below he preceding 
month. Compared with March of last year, receivables were 
5 per cent higher. Collections during the month amounted to 
48 per cent of the amount owed at the beginning of the month, 
5 points above the preceding month’s collection ratio and the 
same as a year earlier. Sales of all types increased sharply 
from February to March—cash sales by 29 per cent, charge- 
account sales by 30 per cent, and instalment sales by 31 per 
cent. Each type of sale was also above a year ago—cash sales 
by 6 per cent, charge-account sales by 11 per cent, and instal- 
ment sales by 22 per cent.—Federal Reserve Board. 
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son, Eaton’s; Jas. Carberry, Public Finance Corp.; R. D. 
G. Murray, Commercial Credit Corp.; Harold Genser, 
Genser & Sons; Don. Pearson, Hagborg Fuel Co.; K. G. 
Slocombe, Western Finance; and E. G. Fraser, Toronto 
& Dominion Bank. 


Sacramento, California 

At the 43rd arinual business meeting, banquet and en- 
tertainment of the Retailers Credit Association, Sacra- 
mento, California, held recently, more than 325 members 
and their ladies gathered to hear annual reports of officers 
for the fiscal year just ended and to partake in an evening 
of delightful entertainment and good fellowship. Newly 
elected officers and directors presented as follows: Presi- 
dent, A. G. Bassham, Breuners; Vice President, Frank 
Blackwood, Anglo-California National Bank; and Treas- 
urer, E. Haviland Johnston, Bank of America. Directors: 
Phil Moffatt, Capitol Chevrolet Company; J. T. Mc- 
Ternan, American Trust Company; Robert G. Grim- 
shaw, Standard Oil Company; Dr. Dave Dozier; C. T. 
Dangerfield, Sierra Mill & Lumber; Robert Wylie, 
Weinstock Lubin & Co.; Frank Moffett, Roos Brothers ; 
and A. A. Cullen, Eastern of Sacramento. Arthur F. 
Henning starts his 44th year as Secretary-Manager of 
the Association which now numbers more than 1,300 
members, operates four separate service divisions and 
did in excess of half million dollars in business during the 
year just closed. 


Moses Lake, Washington 
The new officers and directors of the Moses Lake Re- 
tail Credit Association are: President, Charles Bloom, 
Seattle First National Bank; Vice President, Lee Mott, 
S & M Hardware Company; Secretary, R. Hugh War- 
nick, Credit Bureau of Moses Lake; and Treasurer, 
Helen Cook, O. K. Service. 


Austin, Texas 

At the annual meeting of the Retail Credit Executives 
of Austin, Austin, Texas, the following officers and di- 
rectors were elected: President, Annie Mae Gissell, 
Goodfriend’s; Vice President, J. L. Straley, Bridges 
Furniture; Treasurer, Mrs. Lois Huey, Austin Finance 
Company; and Secretary, Mrs. Horace Barnhart, Retail 
Merchants Association. Directors: Pete Rowe, Hutch- 
ins Brothers; Jack Barnes, Reynolds Penland; Fred Hub- 
bard, Buttery’s; John W. Bode, Capital National Bank; 
Mrs. Arlene Taylor, Capitol Chevrolet Company; and 
Pat Woodard, Studer’s, Inc. 


Carlsbad, New Mexico 
The following officers of the Carlsbad Retail Credit 
Association, Carlsbad, New Mexico, were elected at an 
annual meeting of the Association recently: President, 
F. C. Williamson, Car Parts Depot, Inc.; Vice President, 
Howard McCoy, McCoy's Jewelry Store; Secretary- 
Treasurer, Mrs. Paul Schreiner, Southern Union Gas 
Company. Directors: Basil Welch, White’s Auto 
Stores; William Davis, Gossett Jewelry; Donald Mc- 
Kee, Bowman Lumber Company; Ralph Zimmerman, 
Wertheim Furniture; Walter Gerrells, Gerrells Men’s 
Store; Robert Downen, Carlsbad Auto Company; and 

Jay Sammons, Houston Lumber Company. 
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Boston, Massachusetts 


The following officers and directors were elected at 
the annual meeting of the Retail Credit Association of 
Boston, Boston, Massachusetts: President, Frank L. 
Mullett, Boston Edison Company; First Vice President, 
William J. Kirby, Gilchrist Company ; Second Vice Presi- 
dent, Charles F. Bovaird, Jordan Marsh Company; Sec- 
retary, William J. Starr; and Treasurer, Rowe A. Glad- 
win, Retired. Directors: Alexander Harding, John H. 
Pray & Sons Company; Syd R. Peters, Peters Employ- 
ment Service; and Josephine Kenneally, C. Crawford 
Hollidge. 

Savannah, Georgia 


The new officers of the Associated Retail Credit Man- 
agers, Savannah, Georgia, are: President, Loys Bell, 
Community Loan and Investment Corporation; Vice 
President, Edward Brown, Georgia Supply Company; 
Treasurer, C. B. Gnann, Morris Levy; and Secretary, 
M. B. Weldon, Merchants Credit Association. Direc- 
tors: John W. Bridger, Taylor Furniture Company; H. 
P. Rabey, Savannah Gas Company; Mrs. Lillian Dewitt, 
Starland Dairies; J. W. Lassiter, Henry Woeltjen In- 
surance Company; and W. A. Page, Savannah Electric 
and Power Company. 


San Jose, California 


The following officers and directors of the Retail 
Credit Association of San Jose, San Jose, California, 
were elected recently for the ensuing year: President, 
V. W. Phillips, Golden State Company, Ltd.; Vice Presi- 
dent, W. J. Weeden, Bank of America; and Secretary- 
Treasurer, Mrs. Zelma Patrick, Bob Coyle Chevrolet. 
Directors: A. L. Wiens, First National Bank; Arthur 
Vignes, Western Appliance; William Martin, Goldeen’s ; 
V. E. McPherson, Hale’s; and Mrs. Thelma Waldron, 
Orchard Supply Company. 


Port Angeles, Washington 


The Retail Credit Association of Clallam County, Port 
Angeles, Washington, elected the following officers for 
1955-1956: President, Howard Jervis, Cascade Indus- 
trial Loan Company; Vice President, L. B. Filion, Filion 
Jewelry Company; and Secretary-Treasurer, Antonia 
Polzin, Credit Bureau of Clallam County. 


Madison, Wisconsin 


The new officers of the Madison Retail Credit Associa- 
tion, Madison, Wisconsin, are: President, Marvin 
Luther, Dean Clinic; First Vice President, Stan Nettum, 
Hult’s Capital Garage; Second Vice President, Reginald 
Hall, Pyramid Motor Company; and Secretary-Treas- 
urer, N. B. Critser, Credit Bureau of Madison. 


San Angelo, Texas 


The following officers were elected for the coming 
year by the Retail Credit Executives of San Angelo, 
Texas: President, Bertram T. Thomas, M. L. Leddy 
Saddle and Boot Shop; Treasurer, J. O. Vinson, Credit 
Bureau of San Angelo; and Secretary, Mrs. Verna Brad- 
ford, Montgomery Ward & Company. 
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STREAMLINED 
LETTERS 


By WALDO J. MARRA 


This book discusses the subject of letter writing as one aspect of 
salesmanship, and shows how every business letter is a sales letter. It 
is practical to the extreme, covering actual letter writing problems 
that a dictator has to confront every day and shows how to handle 
them efficiently and constructively. 





Why is every business letter a sales letter? 

Do you think your letter through “before” dictating, or “after”? 
Have you a vocabulary equal to the ideas you want to express? 
How do leading retail firms handle their correspondence? 

Do you use “dollars and cents” methods of beginning a letter? 
Do you “circumnavigate” the subject of your letter? 

Do you know when “not” to stop your letters? 

Do your letters carry “eye” appeal? 

How do you say “No” graciously to a customer? 

Are your letters action-compelling ? 





These and a hundred other questions are answered for you in a 


clear-cut, interesting manner in this new book. 


Another feature is that it can be effectively adapted as the text for an educa- 
tional course on Streamlined Letters. It is available to credit bureaus and 
credit associations at a special price in lots of 25 or more for Credit School 
purposes. Single copies are $5.00. 





A manual prepared exclusively for the instructor is also available 
at $3.00. Write the National Office for your free copy of “How to 
Organize and Conduct Credit Schools.” 
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A MESoAGE 
FROM THE PRESIDENT 





S WE APPROACH the end of our fiscal year, it is always well to pause 

and consider the progress that has been made in the past twelve months. 
The one high light that immediately comes to mind is the production of our 
credit film “The Good Things of Life on Credit” which is starting to fill a 
long-felt need in our educational program. This film has been widely distrib- 
uted and already it has been shown on television in quite a number of cities 
with very favourable reception. National Retail Credit Education Week con- 
tinues to receive widespread interest with publicity material this year being 
requested by 381 cities in 38 states and 84 cities in 7 provinces in Canada for 
a total of 445 cities. As well, the N.R.C.A. sponsored credit schools conducted 
by Sterling S. Speake are attracting large numbers of our members and the 
mounting list of diplomas is evidence of the desire and recognized need for 
further education. 

A second high light is the enthusiastic approach of our steadily increasing 
membership to credit problems and advanced ideas. But progress is never 
made by resting on our laurels and our membership must always be alert to 
take advantage of every opportunity to improve and strengthen the operations 
of credit and continue to promote the sane use of credit by the public. 


But uppermost in my thoughts in this, my final message, is: 


Thanks to the membership as a whole for the privilege of having served 
you and enjoyed meeting many who are making a worth-while contribution to 
the credit profession. 


Thanks to every officer and committee member of the local, district and 
national associations for the leadership they have given this past year. 

Thanks to L. S. Crowder, his able assistants, and the members of the 
National office for their efforts and direction which have meant so much to 
the progress of our association. 

Thanks to Harold A. Wallace and his ACBofA membership for their 
co-operation. 

And last but not least my thanks to Marjorie Girton, President, Credit 
Women’s Breakfast Clubs of North America and members of that organization 
for that added spark which has brightened and spurred onward our develop- 


ye am- 


PRESIDENT 
National Retail Credit Association 




















Mr. Credit Execute 


is a 
Do you age your accounts? Here 1s 


form designed especially for your needs. 





To assist Credit Departments in performing a more efficient credit 
control on past-due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 


It is especially effective for smaller stores for use in collection 
follow-up and placing restrictions on accounts. 


The size is 914” x 12” and they are padded 100 to a pad. Prices: 
100, $1.50; 500, $5.00; 1,000, $9.50. Postage extra. Special prices on 
larger quantities. Order Age Analysis Forms No. 721, today, from your 
Credit Bureau or National Office. 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Avenue St. Louis 5, Mo. 


ACCOUNTS RECEIVABLE AGE ANALYSIS 


NAME OF FIRM 








MONTH OF 

































































the Lottor-Writing Fiold 


The ability to write attention-getting, action-impelling credit department letters is essential 
in these days of keen competition. Letter-writing skill should be high on the list of quali- 


fications for the modern Manager of Credit Sales. 


4 valuable new letter-writing service is now offered to our members. 


EFFECTIVE CREDIT AND 
COLLECTION LETTERS 


Each month a release consisting of two pages of comments on letter-writing techniques and 
craftsmanship and four originai letters dealing with collection, credit sales promotion, credit 


acceptance and declination and adjustment problems, will be mailed to subscribers. 


Ihe original letters will be designed to meet every imaginable credit and collection situa- 
tion. The sheets will be punched for a standard ring binder. With slight adaptation, or 
just as they are, they will be usable by all types of businesses, and by large and small firms. 


Subscribers can build up a letter reference library. 


Costs only $12.00 per year 


Just one new idea a month in creating more effective letter-writing appeals or in providing 


new and refreshing approaches to old situations will amply repay the cost. 


You are cordially invited to be: 


MR .EUGENE B. POWER tation 
Service. COMPLETE AND yy] veRSsITY uw ICROFILMS 

313 NO.FIRST ST. 

ANN ARBOR.MICH. 


AY 


NATIONAL RETAIL CREDIT ASSOCIATION 
375 Jackson Avenue, St. Louis 5, Missouri 


Please enter my subscription to “Effective Credit and Collection Letters” for one year at the rate of $12.00 
per year 


Name - Firm name 


Firm address 
City —- Zone State 


Check enclosed Mail me a bill 








